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ouch Proofs 


The University of Chicago Press 
nust have been impressed with the 
otices which its new author, Pro- 
essor James W. Young, received fol 
owing publication of his maiden 
Mook. 


i 


The fine publicity which Profes- 
sor Young has enjoyed on his work, 
“Advertising Agency Compensation 
n Relation to the Total Cost of Ad- 
rertising,”” ought to be a lesson to all 
young authors. Right living, indus- 
ry and perseverance are bound to 
ring success. 
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“This soap contains precious ele- 
nents the skin itself has and must 
ave to stay youthful. Scientists ex- 
plain.” 

The explanation doesn’t cover the 
uestion of how to get the precious 
elements from the soap into the skin, 
ut of course that’s merely a detail. 
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“Even mother,’ remarks ADVERTIS- 
ne AGE, “sips the new beer.” 
Why “even”? She always did. 


?; FT 


Advertising will be represented at 
he Chicago world’s fair with a talk- 
ng moving picture. Eight to five it 
loesn’t say a word about the 15 per 
ent agency commission. 
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Federal Enameling & Stamping 
ompany is counting on 1,000,000 
new June brides. If they aren’t offi 
ially recorded, the company won't 
e half as disappointed as the brides. 


= 


“The new Ford V-8 is a car that I 
an endorse without any hesitancy.” 
And, believe it or not, the endorser 
s Henry Ford himself. 
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Ful-O-Pep eggs ought to be popu- 
lar, because they are laid by hens 
that know their business. They eat 
pnly Quaker Oats egg mash, and re- 
fuse to scratch in any spot not okayed 
by the health department. 
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Leo MecGivena says that business 
men are “eye-weary watchers for 
loves bearing olive branches on an 
conomic Ararat.” And how those 
yreary old eyes brightened when the 
ove actually appeared! 
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The Young report on the agency 
fommission quotes one advertiser as 
Baying, “It makes the agency a space 
Beller.” 

If the publishers could only be 
Bure of that! 
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Jantzen is presenting “the answer 
0 nude bathing” in terms of bathing- 
buits, but unfortunately the advertis- 
hg of nude bathing may result 
Phiefly in increasing interest in nude 
bathing. 

i Mie 


Government interference with ad- 
vertising has already been experi- 
piced by Kelly-Springfield. After its 
folor spreads featuring Hoover Dam 
fs released, the Department of the 


Qterior changed the name back to 
Ooulder Dam. 
vv¥seegy 


Now that the Chicago world’s fair 
S Officially open, you can go over and 
bick your personally conducted Chev- 
olet right off the General Motors 
issembly line. 

Copy Cur. 


GENERAL MOTORS 
DEDICATES ITS 
FAIR BUILDING 


Century of Progress Has 
Formal Opening 


Chicago, May 25.—Though A Cen- 
tury of Progress, Chicago’s billion- 
dollar show, will not reveal its splen- 
dors to the country until Saturday, 
an informal opening was held here 
today as an international broadcast 
marked the dedication of the build- 
ing of General Motors Corporation 
on the fair grounds. 

This was radio’s gift to A Cen- 
tury of Progress and General Mo- 
tors, its facilities being tendered 
without charge. Both big chains car- 
ried the words of Alfred P. Sloan, 
Jr., and other celebrities not only 
throughout the United States, but to 
foreign countries through short-wave 
stations in New York and Philadel- 
phia. 

Besides Mr. Sloan, speakers in- 
cluded German, Italian, French and 
Spanish consuls, each of whom, in 
their native tongues, invited their 
hearers, in whatever part of the 
world, to come to Chicago between 
May 27 and October 31. 


Is Advertising Show 


A Century of Progress, billed as 
the world’s greatest educational ex- 
hibit, is also undoubtedly the world’s 
greatest advertising exhibit, with 
hundreds of prominent national ad- 
vertisers cooperating to present the 
public with a picture of the manu- 
facture and uses of their products. 
While the vast majority of these ex- 
hibits will be shown in the group of 
exhibit buildings erected by the ex- 
position, almost a score have con- 
structed elaborate buildings of their 
own to house their displays. 

Included in these are General 
Motors Corporation and Chrysler 

(Continued on Page 15) 


KRESGE STEPS UP 
ITS ADVERTISING 


Detroit, Mich. May 25.—The 25- 
cent to $1 units of the S. S. Kresge 
Company chain, which have been 
using small newspaper space at irreg- 
ular intervals for the past five years 
to feature “lead” items, are embark- 
ing upon heavier advertising sched- 
ules than ever before, according to 
the company’s advertising depart- 
ment. 

The fact that these units are now 
stocking merchandise ranging far 
above the $1 price class is responsible 
for the stepped-up advertising policy. 

Last week many of the company’s 
stores featured a complete radio set 
for the first time. It was priced at 
$11.95. Newspapers were used to 
tell the public about it. Previously 
Kresge had carried a full line of 
radio parts, but instead of being sold 
as an assembled unit, these parts had 
been merchandised individually. 

It will be largely around items of 
this sort that future copy will be 
built. 

The Kresge policy is to furnish 
each store with copy, and allow the 
individual unit to place the adver- 


tisement if and as it chooses. 


New York, May 25.—The near- 
silence which has greeted pre pub- 
lication reviews of the study of 
agency compensation by James W. 
Young does not indicate lack of in- 
terest, nor does the disinclination of 
advertisers to comment imply gen- 
eral disapproval. 

Nearly 200 leading agency heads, 
publishers and advertisers in New 
York who were queried by ADVER- 
TISING AGE refused to comment for 
publication, but no one admitted 
ignorance of the report’s details. As 
only a handful of advance copies are 
in circulation, it is evident that ad- 
vertising executives have been in- 
terested to the extent that they are 
willing to go to considerable trouble 
to learn the facts. 

It was apparent from the remarks 
made off the record that most pub- 
lishers and agencies, including those 
agencies suspected of practices con- 
tradicting Mr. Young’s conclusions, 
are willing to endorse his findings 
publicly at the proper time. 

One indication of non-acceptance 
by an indefinite number of advertis 
ers is the refusal of others to voice 
their approval. publicly... on ..the 
grounds that to do so would involve 
them in controversy. Those who 
may be assumed to be on the other 
side did not advance excuses for 
their reticence. 


A. N. A. to Hold Large Meeting 


Widespread interest in the report 
is also revealed by the fact that 
reservations for the meeting of the 
Association of National Advertisers 
June 8, at which the report will be 
discussed critically, have already 
reached record-breaking proportions. 
While the meeting will be closed, a 
good number of non-members have 
accepted special invitations to be 
present at the session devoted to the 
report. 

The appearance of so many new 
faces at the A. N. A. meeting will 
strengthen rumors that a movement 
is under way to organize opposition 
to the recommendations of the Young 
report and, possibly, to conduct 
further study of agency compensa- 
tion from the standpoint of the ad- 
vertiser’s interests exclusively. 

One advertiser ready to sponsor 
the project said he would be inter- 

(Continued on Page 15) 


Young Agency Study 
to Be Discussed at 


A.N.A. Special Meet 


Chicago, May 25.—While the ma- 
jority of agencies and advertisers 
queried by ADVERTISING AGE follow- 
ing release of the Young report on 
agency compensation last week were 


COMMENTS ON REPORT 


Ralph Leavenworth, Westinghouse 
Electric & Mfg. Company. 


unwilling to express any opinion un- 
til they had had an opportunity to 
study the report in detail, a small 
number expressed their first reac- 
tions to Mr. Young’s conclusion that 
“the method now in force is the most 
practicable for maintaining the true 
and long-run interests of all adver- 
tisers and publishers.” 


Those who discussed the report 
displayed no unanimity. One or two 
believe Mr. Young’s findings close 
the question, while an equal number 
believe he has merely provided the 
foundation for adjustments. 

In the first class is Maurice H. 
Needham, president of Needham, 
Louis and Brorby, Chicago agency. 

“We have all of us awaited Mr. 
Young’s findings with great inter- 
est,” commented Mr. Needham. “The 
committee selected him to do his job 
because of his extensive knowledge 
of the business and because they 
knew they could depend upon his 

(Continued on Page 14) 


Last Minute 


berger & Co. 


Janesville, Wis., May 26.—C. L. 


become president. 


J. W. McGuire, purchasing agent of t 
by the former employe. 


News Flashes 


Dieterich Directs Mennen Advertising 
New York, May 26.—F. S. Dieterich has resigned from the staff of 
Frank Presbrey Company, New York, to join the Mennen Company, New- 
ark, N. J., where he will be in charge of advertising and sales promotion. 
Prior to joining the Presbrey organization, Mr. Dieterich was asso- 
ciated with Joseph E. Hanson Company, advertising agency, and L. Bam- 


Frederick Vice-President of Parker Pen 


Frederick, late of Colgate-Palmolive- 


Peet Company, Chicago, has joined Parker Pen Company as vice-president 
in charge of sales and advertising. He succeeds Kenneth Parker, who has 


E. Gail Patterson Shot and Killed 
Los Angeles, May 26.—E. Gail Patterson, general manager and assist- 
ant publisher of Illustrated Daily News, was shot and killed Wednesday by 
a discharged employe when he intervened in an attempt to save the life of 


he newspaper, who was being attacked 


REPORT COVERS 
ALL COSTS OF 
DISTRIBUTION 


AN. A. Study Includes 19 
Industries 


New York, May 25.—Paving the 
way for individual study and reduc- 
tion of distribution costs, the Asso- 
ciation of National Advertisers has 
completed “An Analysis of the Dis- 
tribution Costs of 312 Manufactur- 
ers.” As Paul B. West, managing di- 
rector, said, “As far as we know it 
is the first comprehensive study of 
manufacturers’ distribution costs 
covering more than one industry.” 

The association will not confine 
use of the 110-page report to its mem- 
bers, but will make it available to 
other advertisers at $15 a copy. 

The report presents data on 1931 
expenditures and 1932 budgets of 312 
manufacturers with an aggregate 
sales volume in 1931 of more than 
one billion dollars. It is divided into 
two parts, the first of which is de- 
voted to an analysis of the cost of 
distributing consumer products and 
the second to industrial goods. 


Seven Main Headings 

The report divides distribution 
costs into seven main headings: di- 
rect selling costs (salesmen’s salar- 
ies, commissions, traveling expenses, 
sales office expenses, etc.), advertis- 
ing and sales promotion, transporta- 
tion costs, warehousing and storage 
charges, credit and collection ex- 
penses, financial expenses and gen- 
eral administrative expenses pro- 
rated to selling and distribution, not 
elsewhere included. 

Averages are shown under these 
headings for each of the 29 groups 
of products included in the study. 
Three of these, direct selling costs, 
advertising and sales promotion, and 
credit and collection expenses are, in 
turn, broken down into detailed ex- 
penditures. 

On the basis of total cost of dis- 
tribution in relation to net sales vol- 
ume, manufacturers of radio equip- 
ment and supplies make the best 
showing. In 1931, total distribution 
costs of this class amounted to but 
16.54 per cent of net sales. At the 
other extreme are drugs and toilet 
articles, with 38.8 per cent of sales 
devoted to distribution in 1931. 

In view of the enviable position 
of radio equipment and supplies in 
this summary, many students of dis- 
tribution costs will immediately turn 
to the figures on cost of advertising 
and sales promotion, in relation to 
net sales volume, for further light. 
They will find that radio equipment 
and supplies is neither the largest 
nor the smallest advertiser in the 
list of 19 industries. It ranks ninth, 
with a percentage of 5.33 of net sales 
invested in advertising and sales 
promotion in 1931. 

It was third from the top in trans- 
portation costs, 0.57 per cent; eighth 
in warehousing and storage charges, 
0.78 per cent; ninth in credit and 
collection expenses, 1.17 per cent. 

Financial expenses and cash dis- 
counts on sales amounted to 1.48 per 
cent of 1931 net sales; general ad- 
ministrative expenses, prorated to 
selling and distribution (not in- 
cluded elsewhere), 1.75 per cent and 
all other distribution costs, 0.09 


per cent. 
Summarizing the relation of ad- 
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ADVERTISING AGE 


May 27, 1933 


vertising and sales promotion to 
other phases of distribution, the re- 


supplies; shoes; sporting goods; and King Writes Book 


tobacco products. 


port shows that radio equipment and | 


supply manufacturers’ advertising 
and sales promotion amounted, in 
1931, to 32.2 per cent of total distri- 
bution costs. 


The report makes detailed com- 
parisons of each expense item with 


that of other industries an easy mat- | 
in any in-| 


ter, showing executives 
dustry whether any given expense is 
high or low and thus encouraging 
further investigation as to _ the 
reason. 

The report itself emphasizes that 
no attempt has been made to explain 
reasons for variations in costs, or to 
arrive at any conclusions as to what 
relation should exist between the 
cost of distribution and sales volume 
for any company or group of com- 
panies. 

“The aim has been rather to pre- 
sent the facts as they exist,” says 
the report. 

The following classifications are in- 
cluded: agricultural equipment and 
supplies; automotive; clothing; con- 
fections and _ bottled beverages; 
drugs and toilet articles; furniture; 
grocery products; hardware; heat- 
ing equipment; home furnishings; 
household appliances; jewelry and 
silverware; office equipment and sup- 
plies; paints and varnishes; petro- 
leum products; radio equipment and 


Committee in Charge 


The report was prepared under 
ithe supervision of the research 
| council of the A. N. A., in collabora- 
|tion with the research and service 
department of the National Associa- 
tion of Cost Accountants. 

Merle Banker Bates, of Life Sav- 
ers, Inc., is chairman of the A. N. 
A. research council, other members 
being Lee H. Bristol, Bristol-Myers 
Company; Walter J. Daily, General 
Electric Company; Ken R. Dyke, 
Johns-Manville Corporation; W. A. 
Grove, Edison General Electric Ap- 
pliance Company; William A. Hart, 
E. I. du Pont de Nemours & Co.; P. 
J. Kelly, B. F. Goodrich Rubber Com- 
pany; 
der Hamilton Institute; D. H. Me- 
Connell, Jr., Hinze Ambrosia, Inc.; 
Claudius G. Pendill, Towle Manufac- 
turing Company; Stuart Peabody, 
The Borden Company; Paul B. West, 
managing director, A. N. A.; and 
Paul W. Atwood, secretary, research 
council. 


Has New Beer Truck 


A new beer truck body, designed 
for delivery cases, is being intro- 
duced by Federal Motor Truck Com- 
pany, Detroit. 


Bernard Lichtenberg, Alexan- 


on Advertising 


“Practical Advertising, Its Prin- 
ciples and Its Functions in the Sales 
Plan,” by Herbert Field King of Wil- 
liam B. Remington Agency, Spring- 
field, Mass., has just been published 
by D. Appleton & Co. 

The author runs through the whole 
advertising set-up, starting with such 
fundamentals as markets, distribu- 
tion, competition, ete., and proceed- 
ing through classification and selec- 
tion of mediums, organization of the 
advertising department and of the 
agency, etc. 

While the book is probably too 
elemental in its treatment of the sub- 
ject to be of much interest to sea- 
soned advertising men, it presents a 
comprehensive view of the many 
phases of advertising which should 
be valuable to students and new- 
comers to the field. The price is 
$2.50. 


Will Provide Flowers 


Florists Telegraph Delivery As- 
sociation, Detroit. has designated 
June 10 as “National Flower Shut-In 
Day.” On that day members will 
deliver more than $500,000 worth of 
fiowers free to shut-ins. 


Changes to Evening Field 


Ft. Wayne, Ind., Journal-Gazette, 
issued as a morning daily since 
Civil War days, will hereafter be pub- 
lished as an afternoon daily. 


Ross McIntyre 
uses The OREGONIAN 


exclusively 


Nationally known food merchan- 
diser shows steady sales increase 
through Oregonian advertising. 


Boon advertisers who want ac- 
tion and results in Portland should 
take a tip from the experience of 
Ross McIntyre’s de luxe Broadway- 


Columbia Market. 
Mr. McIntyre is the 


advertiser in the Pacific Northwest. 
He knows newspaper values. When 
he opened his $175,000 Portland 
market in September, 
lected The Oregonian alone to do his 


advertising job. Here 


Every week since the market opened 
there has been a consistent growth 


SPPP OPTS 


ky 


Ross McIntyre, nationally known 
food executive; past president of 
the National Chain Store Associa- 
tion; Western States Chain Gro- 
cers’ Association; 20th Century 
Stores; MacMarr Stores, Inc. Mr. 
McIntyre is the pioneer food ad- 
vertiser in the Pacific Northwest, 
and today heads the Columbia 
Food Stores, Inc., of Oregon and 
Washington. All Portland units of 
the chain advertise exclusively in 
the Saturday Morning Oregonian. 


in sales volume, with the exception 
of one week in November. 


Mr. MclIntyre’s judgment in select- 
ing the Saturday Morning Orego- 


nian exclusively to reach able-to-buy 
Portland families should be convinc- 


pioneer food 


1932, he se- 


is the result: C 
gonian food 


PORTLAND, OREGON 


ing evidence to any food advertiser 
that this newspaper is the logical 
buy in the Oregon market. The com- 
plete story of the how and why of 
Ross MclIntyre’s Oregonian policy 
and the results secured by him and 
other food advertisers through Ore- 


advertising and mer- 


chandising co-operation will gladly 
be furnished on request. . 


J. T. CROSSLEY, Advertising Director 


National Representatives, VERREE & CONKLIN, Inc., New York, Chicago, Detroit, San Francisco 


National Color Representatives, ASSOCIATED NEWSPAPER COLOR, Inc., 
San Francisco, New York, Chicago, Detroit, Los Angeles 
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TOTAL COST OF DISTRIBUTION FOR 19 GROUPS 
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The relation of total distribution costs to net sales volume for 

is shown in this chart, reproduced 

from the analysis of distribution costs just issued by the A. N. A. 

Actual expenditures for 1931 are shown by the black bars, and 
budget allowances for 1932 by the dotted bars. 


19 groups of consumer products 


‘SPECTATOR’ IS 
COMMERCIALIZED; 
WILL SELL SPACE 


New York, May 25.—Having sighted 
fair weather from their perch on 
the masthead of The American Spec- 
tator, the publisher, Richard R. 
Smith, and the editors, George Jean 
Nathan, Theodore Dreiser, Ernest 
Boyd, Eugene O'Neill and James 
Branch Cabell, decided this week 
that now is the time to open the col- 
umns of the paper to advertisers. 

However, the capitulation to com- 
mercialism, effective with the Au- 
gust issue, does not mean that the 
monthly literary newspaper, now 
eight months old, will abandon other 
distinctions, including a _ subscrip- 
tion price higher than the newsstand 
price and a six months’ limit on 
advertising contracts. 

After interviewing several dozen 
aspiring males, The American Spec- 
tator chose twenty-four year old Amy 
Vanderbilt as advertising manager, 
but Oscar H. Cooper evened the 
score for his sex by winning the ap 
pointment as circulation manager. 

According to Mr. Dreiser, Miss 
Vanderbilt got the job “because she 
presented a long plan that seems 
very intelligent and because Mr. 
Boyd considers any blonde superior 
to any brunette, no matter how beau- 
tiful the brunette.” 

Miss Vanderbilt. an executive on 
fashion accounts with Lyddon, Han- 
ford and Kimball, Inc., in 1930 when 
ADVERTISING AGE seized her as a sub- 
ject for “Women in Advertising,” re- 
signed from the Blaker Advertising 
Agency this week to assume her new 
duties. 

Developed Radio Campaign 


During her two years there she 
handled the accounts of several 
large publishing houses and devel- 
oped a new technique for advertising 
books on the radio. The radio cam- 
paign, two fifteen minute periods a 
week for three months, was a one- 
woman job, with Miss Vanderbilt 
writing the continuity and delivering 
it to the microphone herself. The 
advertising was a big success but she 
refused to repeat when the contract 
was up, declaring the strain of meet- 
ing two non-elastic deadlines per 
broadcast was just a little too much 
in addition to other duties. 

Miss Vanderbilt’s promotion plan 
for The American Spectator filled 50 


typewritten pages. She did not di- 
vulge the contents, except to say that 
the paper would accept general ad- 
vertising and that its value as a me 
dium for reaching the literary, the 
luxury-loving, the discriminating and 
the cosmopolitan would be stressed. 

Mr. Cooper has long been asso 
ciated with his publisher, but, since 
graduating from Yale in 1908, he has 
also held executive editorial posi- 
tions on dailies and was at one time 
managing editor of Motion Picture 
News. 


Du Pont Gates Connell 


of Remington Arms Co. 


M. Martley Dodge, chairman of 
the board of Remington Arms Com- 
pany, announced this week that E. 1 
Du Pont de Nemours Company had 
purchased 51 per cent of the com- 
mon stock of the Remington com- 
pany. 

The deal was understood to have 
been for cash. 


Russ Appoints Agency 

Russ Manufacturing Company, 
Cleveland, maker of soda fountains 
and beer dispensing equipment, has 
placed its account with Griswold- 
Eshleman Company, Cleveland. A 
schedule of colored inserts will be 
used in Hotel Monthly, Hotel Man 
agement, American Restaurant, Club 
Management and Beer Merchandis- 
ing. 


“Modern Homes” Starts 


Modern Homes, a national monthly, 
has been started by Ralph G. Hess, 
formerly real estate editor of Cleve- 
land News, and Donald Bachart, for- 
merly publicity director and execu- 
tive secretary of Cleveland Real) 
Estate Board. Offices are in the 
Builders Exchange Bldg., Cleveland. 


Plymouth Sets Record 


The week ending May 13 broke all 
retail sales records in the history of 
Plymouth Motor Corporation, ac 
cording to an announcement by B. E. 
Hutchinson, chairman of the board. 
Retail sales during the week totalled 
5,439 cars, an increase of 739 over 
the best previous week. 


43 Are Graduated 


The Advertising School of the 
Cleveland Advertising Club gradu 
ated 43 men and women at its 14th 
annual commencement May 24 
Harry Howlett, school instructor and 
manager of WHK, addressed the 
graduates. 


Perkins to “Fleet Owner” 


L. W. Perkins, for many year 
with Commercial Car Journal, has 
joined Fleet Owner, New York, 4 
advertising manager in the Ohio and 
Michigan territory. 
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MIL L , ONS 
'| PLUS CIRCULATION! 


j —that’s what A CENTURY 
r OF PROGRESS represents to 
“ Outdoor Advertisers in the 


ng and 
ressed, 


t Chicago market - - NOW! 


Picture 


a a 


ae Ea 


= 


5 Co. 


om The estimated attendance to Chicago's World's Fair .. . runs 

* am into so many millions that it really staggers the imagination. 
= But the estimates are substantiated by cold, unflinching facts... 

ee figures compiled by authorities who must necessarily abandon 

hs guesswork . . . for reason that millions of dollars have been 
, invested as result of the predicted attendance. | 
aint Outdoor Advertising in Chicago is the only medium that offers 

oa 100% coverage of Chicago's normal population . .. PLUS the 
nth tremendous multitude of Exposition visitors. This is the only 
rd advertising force that duplicates the appeal of all other adver- | 
ra tising media . . . and is available in Chicago with this 
sai great increase of circulation. . . at no increase in cost. 
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General Outdoor Advertising Co. 


ner” INCORPORATED 


no and Harrison and Loomis Sts., Chicago | 
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That Beam from Arcturus 


The Chicago world’s fair, the Cen- 
tury of Progress Exposition, is now 
formally open. The electricity which 
operated the switch that started the 
wheels in motion was supplied from 
a beam of light which left Arcturus 
forty years ago, when the 1893 Chi- 
cago world’s fair was opened. This 
unique idea, which was worked out 
with the aid of the Yerkes Observa- 
tory and some of the greatest astron- 
omers of the country, was that of a 
Milwaukee newspaper man. 

The world’s fair on the shore of 
Lake Michigan is intended to drama- 
tize the progress of invention, science 
and industry in the hundred years 
since the founding of Chicago, and 
hence shows processes rather than 
merely products. The utilization of 
the faint rays of a star forty light 
years away is typical of the show- 
manship which is being employed to 
make every feature of the fair dra- 
matically effective, and that is the 
viewpoint from which it is of intense 
interest to every advertiser. For his 
job, after all is said and done, is 
chiefly one of showmanship—making 
the ordinary product or service look 
unusual and different and interest- 
ing, because of the way in which it 
is presented. 

When the $1,000,000 General Mo- 
tors building at the fair was dedi- 
cated by President Sloan and his 
associates last Wednesday, the as- 
sembly line began operating in the 
actual production of Chevrolets 
which will leave the building under 
their own power and be driven by 
their proud owners back to their 
homes in all parts of the country. 
‘They will not be different from stand- 


ard Chevrolets, but they will have 
immense appeal to their owners, due 
entirely to the element of showman- 
ship which has surrounded them with 
a new glamour. 

The United States Steel Corpora- 
tion has an exhibit in which the con- 
tributions of the steel industry to the 
progress of civilization are demon- 
strated in a style startlingly close to 
reality. The observer sees vividly 
the processes of making steel, as well 
as the utilization of the product in 
the myriad forms in which it is em- 
ployed today. Under the direction of 
Wilmer H. Cordes, advertising mana- 
ger of the American Steel & Wire 
Company, this exhibit dramatizes the 
place of steel in the modern world— 
a fine bit of showmanship typical of 
the Century of Progress Exposition. 

The representation of advertising 
itself is likewise to be dramatized in 
the form of a talking moving picture 
which will show the changes the gen- 
erations have wrought, and the part 
which has been played by advertising 
and advertised products in making 
the home and the office and the store 
more comfortable and attractive, as 
well as more efficient. This picture 
is expected to confirm the belief that 
advertising men are truly masters of 
showmanship. 

The world’s fair of 1933 has gone 
further in this direction than any of 
its predecessors, and for that reason 
is of intense interest and value to 
advertisers, because of the sugges- 
tions it offers for the dramatization 
of the sales message of the manufac- 
turer. It will undoubtedly exert a 
powerful influence on advertising 
thinking and practice. 


Localizing Newspaper Copy 


National advertisers seem inclined 
to go further at present in the direc- 
tion of localizing their newspaper 
copy than they have ever done be- 
fore. Such a plan seems to offer 
great possibilities, even though ob- 
viously it increases the production 
costs of advertising. But since the 
chief requirement of today’s copy is 
effectiveness, this is not necessarily 
a valid objection. Even a modest in- 
crease in the net value of an adver- 
tisement would justify extra effort 
and expense to give it a local tieup. 

It should be remembered that the 
national advertiser in the newspaper 
is competing with retail copy of gen- 
uine news interest to a great many 
readers. Department store advertis- 
ing, for example, is known to have 
specific news value, and consequently 
is turned to by,.many with the same 
interest held by the news pages. If 
the national, advertiser, through the 
use of local names and addresses, 
can tie himself into this local picture, 


it would seem that increased interest 
would follow almost as a matter of 
course. In the case of the adver- 
tiser who features testimonials, this 
plan appears to offer more than or- 
dinary possibilities. 

Magazine advertisers have been 
experimenting successfully with the 
development of specialized appeals 
for their copy, suiting the advertis- 
ing to the editorial character and 
hence to the type of audience ad- 
dressed through each medium. This 
can be done without too great ex- 
pense, and perhaps the same idea, 
varied to suit the needs of the news- 
paper’s markets, can be adapted to 
local advertising as well. 

Those who insist that the adver- 
tising agency should do more in or- 
der to earn its full commission may 
find in this type of effort the extra 
service which will enable the agency 
to give ample value for the compen- 
sation which it receives from na- 
tional advertising. 


Information 
forAdvertisers 


The following documents may be 
secured without charge by any 
national advertiser or advertising 
agency from the companies sponsor- 
ing them, or through ADVERTISING 
AGE. 


No. 459. Fawcett Women’s Group. 


An exhaustive and detailed analy- 
sis of the circulation, by cities and 
towns of over 1,000, and by counties, 
of True Confessions, Screen Book, 
Screen Play, and Hollywood, the pub- 
lications which make up the Fawcett 
Women’s Group. 


No. 482. The Bar-Mor Display Cabi- 
nets. 


Descriptive material explaining the 
functions, operations, sizes, etc., of 
Bar-Mor display cabinets, unique 
devices in which actual merchandise 
may be displayed, as well as de- 
calcomania transfers and projections 
from standard lantern slides. 


No. 433. WLW—“The Nation’s Sta- 
tion.” 


This unusual envelope-folder might 
well be called “proofs,” since much 
of the material in it consists of fac- 
simile reproductions of letters com- 
menting on the results derived from 
commercial broadcasting over WLW, 
Cincinnati. Other interesting ma- 
terial in the folder gives WLW cov- 
erage and circulation, analyzes mail 
response to individual programs, 
gives much valuable information 
about the station and outlines the 
services of the station’s sales promo- 
tion department. 


No. 431. The Market Chicago. 


This booklet contains complete 
marketing information on the Chi- 
cago area, including population fig- 
ures, break-up by wards, location of 
transportation systems and business 
districts, analysis of ‘buying units by 
wards, distribution of foreign and 
negro population, and summaries of 
wholesale and retail trade in the 
area. Published by Big 4 Advertis- 
ing Carriers. 


No. 470. Why KSO Sells Goods in 
Des Moines. 


Valuable information about the 
selling job done by KSO, Des Moines, 
Ia., “lusty offspring of the Register 
and Tribune.” Contains details of a 
telephone survey of 5,000 Des Moines 
homes, including number with radios, 
station preferences, etc. 


No. 487. Wings to Words. 


Published by Rapid Electrotype 
Company, Cincinnati, this book 
treating of the uses, purposes, and 
methods of making mats, electro- 
types, etc., is a worthy addition to 
the advertising man’s library. The 
book is interestingly written and is 
likewise a good example of fine book 
printing. 


No. 462. Route List of Retail and 
Wholesale Grocers. 


A complete list of groceries in 
Louisville, arranged geographically. 
Also a route list of drug stores. Pub- 
lished by The Courier-Journal and 
Louisville Times. 


No. 468. Fadeless Publicity. 


An interesting presentation show- 
ing the wide variety of sizes, designs 
and colors in which enameled iron 
signs may be secured, and the uses to 
which they may be put. Also in- 
cludes details on cost, method of 
productions, and full color showings 
of signs made by Ingram-Richardson 
Manufacturing Company, by whom 
the book is published. 


No. 480. 
Comics. 


Two companion publications of 
Metropolitan Sunday Newspapers, 
giving in minute detail all of the 
facts on circulation, coverage, cost 
and influence of the publications in- 
cluded in the group. One discusses 
Sunday gravure advertising in the 
ten publications in the group, the 
other gives similar information on 
the comic supplement sections. 


Metro-Gravure and Metro- 


HAS HE A NEW AGENCY, TOO? 


Vaies of t 


he buhrention 


—The Chatterbox. 


Chet Crank Takes Issue 


With Cantor on Audiences 
To the Editor: Eddie Cantor’s at- 
titude on radio audiences, as ex 
pressed in the article in your May 13 
issue, is not borne out by the facts 
of general practice. If he is quot- 
ing from his own performances, he 
may be, and I think he is justified, 
because his radio broadcasts were 
disappointing to the air audience. 
Radio artists are being developed 
from the embryos. 

The most successful merchandis- 
ing radio programs on the Pacific 


coast cash in on air audience curi- ; 


osity and demand the purchase of 
the sponsor’s products to obtain ad- 
mission tickets. 

Fundamentally, the psychology of 
Mr. Cantor is wrong, savoring of 
stage propaganda spiced with a bit 
of vindictiveness. The world admits 
the contagiousness of laughter and 
the singles and doubles who listen at 
home are inspired to laugh or ap- 
plaud by the spontaneity of the audi- 
ence. 

I seriously doubt if sincere artists 
attempt to “stack” the house. 

We have directed the Gilmore 
Cireus for several years and at the 
outset of the year, we inaugurated 
performance broadcasts from a the- 
ater and actual phone surveys indi- 
cate a radical increase in the air 
audience since that time. 

What if three to six minutes per 
hour are devoted to actual laughs by 
the theater audience? Is there any 
tonic in the home more potent than 
the effect of hearing a good laugh? 

CueT CRANK, 
President, Chet Crank, Inc., Los 
Angeles. 
vvwegy 


Richardson Explains 

Drive Against “Chiseling”’ 

To the Editor: Your excellent edi- 
torial, “Advertising and Wages,” 
which appeared in the April 29 issue 
of ADVERTISING AGE, has been brought 
to my attention. I have read this edi- 
torial with special interest and en- 
thusiasm because it happens to ex- 
press a conviction which we adhere 
to very strongly at Goodrich. 

I heartily concur with your view- 
point that there is little apparent 
connection between wages paid in an 
industry and its policy with refer- 
ence to advertising. Nevertheless, 
we are convinced that advertising 
has a powerful influence upon sales 
and that now, as never before, sales 
volume is the answer to unemploy- 
ment. By the same token, we be- 
lieve that advertising is capable of 
having an important influence on 
sales at a profit which in turn are 
reflected in price, performance stand- 
ards, and wage levels. 

It was with this theme very defi- 
nitely in mind that we launched our 
so-called Price Control Campaign 
this year, of which seven pieces have 
thus far appeared. Commentators 
on this campaign have pointed out 
that American industry is learning 
to use advertising to sell policies 
and ideas just as profitably as they 


have been using it to sell products 
and services. 

As you so well point out, “Adver- 
tising may yet come to be regarded 
as a social duty, and the development 
of goods deserving advertising as an 
economic necessity.”” Perhaps you 


| SESE 


Accordingly, please make « clear to all mane 
facourers . . seeking our pacronage that ow 
policy remains one of buying only from repe- 
table firme who submenu fair bids and who nevcher 
cut thew prices below all reasonable production 
conte gor actempt to charge ow company more 
than our competion.” 


teh 


M* W. T. HOLLIDAY. president of The 
Seandard Oil Company of Ohio, has io 
ueructed all deparement heads not to purchase 
matenals trom thove who indulge i wareason- 


The suthoncanve vowe of a great company thes 
reaunds the world that price-sabslusnom, lite 
chanwy, begins at home It speaks the word that 
Amencao Industry has waited eagerty to hear, 
and i joined by other vowes that are rained 
throughout the land 1a 2 swelisng chores to 
overwhelm che counsels of despasr 

ton, which 19 quoted 1a part as follows 


‘Chiseling’ by buyers 1s causing many sellers 


Here at Goodnech we bebeve that the forces of 
revovery are already oa the march, chat the sm 
ster effects of buying cheap are everywhere be 


Business cannot hope co recover until ¢ 
vicious ypiral of deflation im prices and wages 
s checked. Buying will expand only when 
prices stabilize and start upward 


world The BF. Goodnch Rubber Company, 
Mechanxal Rubber Goods Devon, Akroa,O. 


e» Goodrich .«- 
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would agree that this campaign of 
ours comes under the head of your 
recommendation. 
W. S. RiIcHARDSON, 
Merchandising Manager, Mechanical 
Division, B. F. Goodrich Rubber 
Gompany, Akron, O. 
> + 


California Believes in 
Advertising, Says Thomas 


To the Editor: I want to express 
our appreciation for the splendid edi- 
torial, “Southern California Carries 
On,” in your May 6 issue. 

California believes in advertising. 
We know that when business gener: 
ally is poor, we all neea to sell 
harder than ever. During the past 
four years I have not heard a single 
prominent executive suggest that 
we abandon our advertising. 

Don THOMAS, 
Managing Director, All-Year Club of 
Southern California, Los Angeles. 
- FF FF 


We Hope Mr. Douglass’ 
Friends Appreciate This 


To the Editor: I am enclosing 
some material on the program of the 
Federal Council of the Churches of 
Christ in America to place the story 
of disarmament before the public 
which I believe will interest you. 

The Federal Council of Churches 
of Christ believes that disarmament 
should be and can be advertised. 

Let me express my very deep ap- 
preciation of the service your pub- 
lication renders. I read it from front 
to back and occasionally become so 
enthusiastic that I feel compelled to 
subscribe for my friends. 

The only complaint that I have 
heard is that ApverRTIsSING AGE makes 
it unnecessary to subscribe to other 
trade journals. 

Paut F. Dovcrass, 
The Methodist Book Concern, 


Cincinnati, O. 
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ADVERTISING AGE 5 


1781. The war clouds are rising. The last powerful British army in America 
is at Yorktown. American and French troops converge suddenly from all 
directions. French ships block Chesapeake Bay. Cornwallis surrenders. The 
War is over...Once again Washington, supreme strategist, chose a key 
objective, then massed his troops in a concentrated attack. 


| SEE THE AMERICAN 
MAGAZINE HAS OUR 
HEAVIEST APPROPRIATION 


Sy 


 Allill | 
EN 


YES —1 BELIEVE IN CON- 
CENTRATING WHERE IT DOES 
THE MOST GOOD...ON THE 
FAMILY AS A GROUP 


BATTLE OF 
82 


History repeats itself. Today in the final stages of our battle against depres- 
sion, advertising appropriations must be made to work harder than ever. 
Every dollar must do more than a dollar’s worth of work. Here is the time 
for strategy. Choose a key objective, the American family. ..then mass your 
forces to win this key objective in a concentrated attack. 


@ The advertiser whose appropriation is re- | stances under which people must live and 

duced this year has one great advantage work. There are more than 1,800,000 of 

working in his favor: the American family these American Magazine families...fathers, 

has again become a group...thinking, plan- _—s mothers, sons and daughters. 

ning, acting together. To reach each member of these families 
This return to family life increases the individually...and remember that no member 

effectiveness of The American Magazine as of the family can be safely overlooked... 


P t two 
. errivet © eo : : : : : 
pusiness strategists ene advertising: an advertising medium. For The American _—_ would mean in many cases a hit and run job. 
1933 ust tons on P esen! : . : ° ° : 
definite co clusiom ay adver Magazine is edited to appeal to the entire That is why advertisers of 1933, who must 


family, It secures and holds the family’s in- | make their advertising dollars go further 
terest by keeping in touch with changing than ever before, are concentrating on The 
conditions and interpreting the new circum- = American Magazine. 
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May 27, 1933 


AWARDS GIVEN 
IN NEWSPAPER 
COPY CONTEST 


Third Chicago Contest Draws 
Many Entries 


Chicago, May 25.—The third an- 
nual exhibit of newspaper advertis- 
ing held under the auspices of the 
Chicago Advertising Council was 
opened today with a luncheon in the 
Joseph Urban room of the Congress 
Hotel. More than 300 turned out to 
witness the prize awards, listen to an 
address by Col. Robert R. McCor- 
mick, publisher of the Chicago Trib- 


PROOF 


THE TEST thet proves the meney-seving veive ond 
eatery of Old Dutch Cleanser. The “safety test” is simple to make, but 
Proves facts of great importance. Sprinkle o little Old Dutch on the 
porcelain droinboard of your sink ond rub with o smooth coin. You 
won't feel or hear amy scretchy, destructive grit as in ordinary cleansers, 
becouse there is none in Old Dutch It is safe. its particles ore faky ond 
far-shaped [A ond leave © cieon smooth surtnce. This [EY shows how 

You get your money's werth when you use Old Dutch Cleanser be- 
Cause there ore so mony porticles ef octuel in each 
Package. Ounce for ounce it does more square yards of cleaning then 
enything else, ond therefore, costs less to use. lt cleans quicker; doesn’ 
clog drains; is kind to the hands Unsurpossed tor tile, porcelain and 
enemel, for polished metels or scrubbing the kitchen floor. It's the only 
cleanser you need im your home. 


Doortoh 


Old Dutch Cleanser copy which won 
the award for the best single adver- 


tisement in national advertising. 


BEST ADVERTISEMENT 


tock for Quatiey Values a 
THE CHICAGO DAILY NEWS 


Advertisement of "Chicago Daily 

News," declared the best single 

newspaper = in the ex- 
ibit. 


une, and inspect the hundreds of 
panels of newspaper advertising 
shown in an adjoining room. 

The exhibit, which was arranged 
by a committee headed by Prof. 
Lloyd Herold, of Northwestern Uni- 
versity, covered all types of news- 
paper advertising, including both na- 
tional and local, as well as the pro- 
motional advertisements of news- 
papers themselves. One of the latter, 
incidentally, an advertisement of the 
Chicago Daily News urging purchas- 
ing for quality, was adjudged the best 
single advertisement in the display. 


Denounces Waste 


Col. McCormick devoted most of 
his address to a scathing arraign- 
ment of governmental waste and ex- 
travagance and an indictment of the 
destroyers who to make the rich 
poorer are, he asserted, making the 
poor destitute. 

“Thus far,” he said, “censorship of 
the press has been staved off. But 
no one industry can be free if every 
other is enslaved.” 

O. C. Harn, managing director of 
the Audit Bureau of Circulations, 
was chairman of the jury of awards, 
and made the formal announcement 
of prize-winners. An interesting in- 
novation consisted of throwing the 


your daily newspaper. 


tion every week ! 


Don’t Borrow—Read Your Own 
Copy of Advertising Age! 
Advertising Age costs no more per copy than 


Enter a personal subscription for yourself and 
be sure of having up-to-date advertising informa- 


ADVERTISING AGE, 


537 S. Dearborn St., 
Chicago. 


$1a Year ..52 Issues 


USE THE COUPON 


Ne ee ee 


You may enter my subscription for one year. 
$1 (check, currency, or money order). 
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I enclose 


prize-winning advertisements on a 
screen, making easy identification of 
the blue-ribbon copy in the exhibit. 

Serving with Mr. Harn on the jury 
of awards were John B. Gaughen, 
Detroit manager for Capper Publica- 
tions and vice-president of the Ad- 
vertising Federation of America; 
Mrs. Katharine Hardy, president, 
Chicago and Cook County Federation 
of Women's Clubs; Frank H, Young. 


the 
mansion on 
the hill 


can boast the finest electric cleaner that's 
made. But so can the smallest cottage or 
tiniest apartmient. No woman of wealth 
can buy a better cleaner than The Hoover. 
Yet every woman can afford it. It's as easy 
to buy as the cheapest cleaner — and is the 
most economical to own. You can have a 


Hoover for as little as _ down. 


@ Some tims im the wear fur Positive Agitation, gets the 
ture, our bonded Hoover rep- most dirt—why ite better 
resentative will call upon you. construction gives it long- 
© He comes with a message of ent life. @ He will tell you 


weattinest homes—why cleaner... You will find his 
ite exclusive principle, visit helpful, we feel sure. 


‘The HOOVER 


++: it Cleans ...0n @ Cushion of Air 


Copy like this was responsible for 
the award to the Hoover Company 
for the best national campaign. 


~ euch Seo 
director, American Academy of Art; | 


and Sterling Peacock, vice president, 
N. W. Ayer & Son, Chicago. 

A distinguished group of well- 
known newspaper advertisers was at 
the speakers’ table. They included 
Sewell Avery, head of Montgomery 
Ward & Co.; Charles R. Walgreen, 
president of the Walgreen Company; 
D. F. Kelly, head of the Fair depart- 
ment store, and D. M. Nelson, of 
Sears, Roebuck & Co. 

The exhibit will be on display for 
a week at Marshall Field & Co.’s re- 
tail store. 

List of Winners 


The winners: 

Best single newspaper advertise- 
ment in entire exhibit: Chicago Daily 
News’ “Why Quality” advertisement 
showing two pairs of badly-worn 
shoes under the caption: “Would you 
call this smart economy?” 

Best single department store ad- 
vertisement: The Fair Store’s full 
page 57th anniversary sale announce- 
ment. Honorable mention: The Da- 
vis Company. 

Best campaign in department store 
classification: Marshall Field & Co. 
—‘Field’s for Quality” series. 

Best single advertisement in na- 


“It Isn't Sufficient to be Efficient”, says Princess Rostislev, 
“A Smart Appearance Paves the Way to @ Bright Business Career“ 


Advertisement for the Fair, ad- 
judged the best single department 


store copy. 


BEST RETAIL CAMPAIGN 


4 2 


a “AARSHANLL FELG” AND <CLIMBAN y 
Ra Ree “oh ncadl BORE 


Type of copy which won the award 
for the best department store cam- 


paign for Marshall Field & Co. 


tional advertising: “Old Dutch 
Cleanser,” Roche, Williams & Cun- 
nyngham, agency. 

Best national advertising 
paign: The Hoover Company; 
win, Wasey & Co., agency. 


cam- 
Er- 
Local Awards 


Other local advertising: best sin- 
gle advertisement, Wolock & Bauer, 
shoe store; Dale Fisher, agency. 


aap Lb The new Salon Originals 


ont bien: Dd tens fee b decent be 


superlative designs, fine materials and precise hand- 
crafting. Every model is as stimulating as Spring 
itself. Even the prices reflect the gaiety of the season 


= 


pe yee 


The Shoe Salon of 


|WOLOCK«BAUER 


MICHIGAN AVENUE AT MADISON 


The best single advertisement for a 
specialty shop was this, for Wolock 
& Bauer. 


Best campaign, Spaulding-Gorham, 
jewelry store; J. Walter Thompson 
Company, agency. Honorable men- 
tion: Chicago Coal Merchants’ Asso- 
ciation, Charles Daniel Frey Com- 
pany, agency. 

The Northern Trust Company won 
first honors for the best single finan- 
cial advertisement and the best cam- 
paign. The series dealt with the need 
of safeguarding plans for family es- 
tates. J. Walter Thompson Company 
is the agency. 

The Chicago Daily News’ “Why 
Quality” series, prepared by Homer 
McKee, Inc., won first honors in the 
newspaper promotional division for 
the best single advertisement and 
best campaign. 


W. B. Ricketts Joins 
Benton & Bowles Staff 


Creation of a major department 
further to study the subject of copy 
testing and other copy research work 
is announced by Benton & Bowles, 
New York, with the appointment of 
William B. Ricketts, formerly direc- 
tor of research for Cowan and 
Dengler. 

Mr. Ricketts, who was in charge of 
marketing and research in the Chi- 
cago office of J. Walker Thompson 
Company for six years before joining 
Cowan & Dengler, is the author of 
the chapter on research and copy 
testing in “Careers in Advertising,” 
published recently. 


Is Representative 


Athletic Journal, Chicago, has ap- 
pointed A. H. Moulton, Jr., Company, 
Chicago. as national advertising rep- 
resentative. 


—— 
—,, 


FINANCIAL WINNER 


—_$ 
| he serious danger to your family of 


a Will not revised 
since 1929 


Tangible help in safeguarding your plans for your 
estate ts offered by The Northern Trust Company 


THE NORTHERN TRUST COMP 


In the service of Chicago since 1889 


———» 


Northern Trust Company advertise. 
ment which was called the bes 
single financial advertisement. 


— 


Banker Urges 
Co-operative 
Advertising 


Atlantic City, N. J., May 25.—Two 
state banking associations, meeting 
here separately, were given the same 
advice—to resume normal advertis- 
ing expenditures. One was told that 
every need points to a co-operative 
campaign to re-establish good will. 

C. Fred Berger, treasurer of the 
Norristown-Penn Trust Company, 
was the exponent of this joint effort. 
He told the Pennsylvania Bankers’ 
Association that there is no reason 
why individual members of a clear. 
ing house or county bankers’ asso- 
ciation should not advertise individ 
ually. 

“If they are giving better service 
than their competitors, their adver- 
tising will help them become more 
successful,” he said. “When it comes 
to education and rebuilding public 
confidence in banking, however, in 
dividual action is of little value. 

“Co-operative effort through organ- 
izations has brought and will bring 
the best results.” 

While the Traymore Hotel was en- 
tertaining the Pennsylvania Associa- 
tion, the Ambassador was host to the 
New Jersey Bankers’ Association, 
which heard Leopold A. Chambliss, 
vice-president of the Fidelity Union 
Trust Company, Newark, report as 
chairman of its publicity committee. 

Mr. Chambliss urged bankers to 
get back in their normal advertising 
stride. ‘You have been silent too 
long,” he said. 


Publishers Learn of 
New York Tax Provisions 


Mark Graves, president of the New 
York state tax commission has in- 
formed publishers, in a preliminary 
ruling, that papers with circulation 
headquarters in the state, which are 
printed and entered outside the state, 
will not have to pay a tax on New 
York subscriptions. 

Publications which print within 
the state and also maintain circula 
tion headquarters there must pay 4 
tax of one per cent on subscription 


sales within the state for each quar 


ter in which the gross amounts to 
more than $1,250. 


Denver C lub | Elects 


Morris D. Townsend was elected 
president of the Advertising Club of 
Denver at the annual meeting. Other 
officers are: vice-president, Charles 
B. Roth; secretary-treasurer, John L. 
Jenkins; directors, Wesley R. Cur- 
tis, Orville J. Grisier, Eugene M. 
Hoge, Clyde H. Smith, Delphine 
Schmitt, and Jerry Zigmond. 


MacManus Writes 


Theodore F. MacManus, president 
of MacManus, Inc. Detroit agency, 
has become an essayist for Detroit 
Free Press, and will write regularly 
on current topics. 


Act as Distributors 


Albert E. Klinger, Arthur Keisef 
and Louis M. Hammerschmidt have 
organized Distributors’ Service Com- 
pany, 324 S. St. Joseph St., South 
Bend, Ind. 
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ADVERTISING AGE 


BUSHES TO AID 
OF WOMEN WITH 
“OFFICE HIPS” 


H&W Takes Leaf from Drug 
Manufacturers’ Book 


(Picture on Page 16) 

New York, May 25.—Following the 
halitosis formula, the H&W Com- 
pany, Newark, N. J., maker of foun- 
dation garments, has decided to con- 
centrate advertising on the condition 
its product corrects, instead of the 
product itself. The decision is based 
on the success of a test campaign 
in Hartford, Conn., newspapers fea- 
turing public recognition of a new 
feminine affliction, “Office Hips.” 

Hartford was picked for the test 
because of the large proportion of 
office women in the total population. 
The city contains the state offices 
and home offices of a number of in- 
surance companies where thousands 
of women are employed. The agency, 
the Frank Presbrey Company, is now 
making plans to extend the campaign 
to other cities where large numbers 
of female office Workers are em- 
ployed, such as Washington, D. C., 
and Albany, N. Y. 

“The sensibility of the average 
woman regarding larger-than-normal 
hips is generally recognized, but it 
remained for us to find a name for 
the condition,” said John H. Miller, 
account executive. “It is a fact that 
office workers generally develop large 
hips by reason of being seated for 
hours at a time, and we have recog- 
nized this as a particularly vulner- 
able point of attack. 


A Leaf from the Drug Book 


“We have simply taken a leaf from 
the book of the drug manufacturers 
and focused attention on a condition, 
rather than write reams of copy on 
the garment itself. It may be that in 
‘Office Hips’ we have another ‘B. O.,’ 
‘Halitosis’ or ‘Athlete’s Foot’ theme, 
in which case our appeal should be 
highly successful.” 

A striking feature of the news- 
paper test copy was the graphic ex- 
planation of the condition the adver- 
tiser is combatting, coupled with a 
pictorial record of results from the 
application of the remedy. So that 
there would be no chance of mis- 
understanding, the before-and-after- 
taking photographs were posed by 
the same model, and the parts 
affected were outlined on bulls-eyes. 

A typical advertisement sought to 
make women thoroughly conscious of 
the undesirability of “Office Hips” in 
the following way: 

“How often have you heard some- 
one say—perhaps you have said it 
yourself—‘She would have a cute 
figure if her hips were not so large.’ 

“It’s a tragic thing—a young 
woman—with ‘Office Hips.’ 

“A continual source of humiliation, 
ruinous to poise and personal charm, 
and utterly disastrous when it comes 
to wearing the smart, close-fitting 
Styles of today. 

“There is now a solution—fortun- 
ately. 

“Tally-Ho by ‘H&W,’ a new and 
original seamless girdle, is so clev- 
erly fashioned that it makes hips 
appear inches smaller. And, being 
seamless, it gives you those smooth, 
captivating lines which everyone ad- 
mires and desires.” 


Product Is Packaged 

During the Hartford campaign two 
local stores used demonstrations and 
Spectacular window displays to tie 
up with the copy. George A. Kauf- 
man, president of the H&W Com- 
pany, attributed the splendid results 
Partly to the coincidental introduc- 
tion of a new package designed to 
transport the corset business from 
the dealer’s shelf to his counter. 

Each garment is now packed in an 
individual package with a cellophane 
window that reveals its peach 
beauty. A counter container in the 
Same color scheme with an _ easel 
back comes with every six garments. 
The garments themselves can be eas- 


ily removed from the individual 
packages for customer inspection and 
quickly replaced without damage to 
the package. 


Crafts Joins Agency 
E. C. Crafts, formerly with Cham- 
pion Coated Paper Company, Hamil- 
ton, O., has joined Griswold-Eshleman 
Company, Cleveland, as assistant to 
Allen Rood in handling the Good- 
rich account. 


Will Promote Tulsa 


Tulsa, Okla., Manufacturers’ As- 
sociation has been organized, one of 


Fine Printing 
To Be Seen at 
World’s Fair 


Chicago, May 24.—The Society of 
Typographic Arts has announced 
that arrangements have suddenly 
been made for a national exhibit of 
fine printing at A Century of Prog- 
ress, and has sent out hurry up in- 
vitations to submit meritorious speci- 
mens which can be included in the 
exhibit. 


included in the exhibit, which will 
occupy over 1,000 square feet of 
floor space in the graphic arts pavil- 
lion of the general exhibits group. 
All entries should be sent to Ernst 
F. Detterer, the Newberry Library, 
60 W. Walton Place, Chicago. A 
closing date of June 1 has been set. 
To aid in defraying the cost of the 
exhibit, a charge of $3 will be made 
for every example selected for dis- 
play. The charge will be made after 
the specimens have been selected. 


Allen Succeeds Pearson 
Roger Allen, treasurer, Hat Trade 


Micky Malto Products 


Names Emil Brisacher 


Micky Malto Products Company, 
San Francisco, maker of Micky 
Malto, from which an egg malted 
milk drink may be made without the 
use of fresh eggs or ice cream, has 
placed its account with Emil Bri- 
sacher and Staff, San Francisco. 

A national campaign is contem- 
plated, with initial tests being made 
in various places on the Pacific coast. 


Hudson Executives Switch 


Roy D. Chapin, chairman of the 
board, Hudson Motor Car Company, 


its principal objects being to ac- 
quaint the public with products made 
in Tulsa factories, by means of an 
advertising campaign. 


Fine 
packages, 


books, 
advertising in all forms, 
and printing in all mediums, will be 


booklets, catalogs, 


been 
Publishers 
the late A. C. Pearson. 


Publishing Company, New York, has 
named president of National 


Association, succeeding 


has been elected president and gen- 
eral manager. W. J. McAneeny, who 
held those titles. has been named 
chairman of the board. 


Coon you wife plays « TRIPLE ROLE 


FOR 


NE of the few generalizations that 

can be safely made about the differ- 

ences between men and women is that 

women are on the average more varied, 
more versatile than men. 


The average man is just a business 
man. The average woman must be many 
people; she must be wife and sweetheart 
to her husband, mother to her children, 
and a good sport to her friends. And she 
can’t be all these things at once. 


The wise husband does not complain 
about the coffee on his wedding anni- 
versary, or when his wife is in a romantic, 
carefree mood. It is better not to address 
her on the subject of joining a golf club 
when she is busy mixing a cake; nor is it 
wise, when she is occupied with the solemn 
ritual of a manicure, to launch into the 
problem of what to do about breaking 
Johnny of his new tendency to swear. 


The three basic interests in any woman’s 
life are Romance, Her Home, Herself. 
Alone among women’s magazines, Mc- 
Call’s recognizes not only these clear-cut 
interests, but also the necessity for deal- 
ing with them separately. And so, every 
issue of McCall’s Magazine is now, in 
reality, three magazines in one. 


EVERY WOMAN.... > 


ra. 


First comes McCall’s Fiction and News 


—the answer to woman’s eternal cry for 
romance. Then comes a second four-color 
cover, to mark the beginning of the sec- 
ond magazine—McCall’s Homemaking. 
And separating this from the third maga- 
zine—McCall’s Style and Beauty—is still 
another four-color cover. All three maga- 
zines, bound together as a unit, make up 


the new McCall’s. 


We made this change in publishing be- 


cause we knew, from asking thousands of 


women, that it would make McCall’s a 
vastly more attractive and useful maga- 
zine to the millions of women who read 
it every month. But an important by- 
product of the new McCall’s is now avail- 
able to advertisers. For the new McCall’s 
offers to every user of its space the oppor- 
tunity of placing his copy where the sur- 
rounding editorial material will lead the 
reader’s interest toward, instead of away 
from, his product. He may now make 
use of the principle of related selling, al- 
ready practiced by successful department 
stores. He need have no fear that his 
advertising may say the right things to 
the right woman at the wrong time. 


Glance, for yourself, at an issue of this 
new magazine. You will wonder, not 
why we dared to make so radical a change, 
but why no one thought of making so 
simple and sensible a change before. 
McCall’s Magazine, 230 Park Avenue, 
New York City. 
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ADVERTISING AGE 


May 27, 1933 


Has New Confection 


A new five-cent ice cream bar, 
Korn Krunch, has been developed by 
Robert A. Johnston Company, Mil- 
waukee, which is liccnsed to sell 
coating and candy used in the bar; 
Cracker Jack Company, Chicago, 
which supplies its product; and 
Brown Paper Company, Chicago, 
which supplies glassine bags or other 
wrappers. The bar will be made and 
sold by ice cream manutacturers. 


“Popular Aviation” to 
Absorb Southern Paper 


Effective with the July issue of 
Popular Aviation, Chicago, Southern 
Aviation will be merged with that 
publication, and a new form will be 
added to the former publication to 
present southern aviation news. 

The last issue of Southern Avia- 
tion will be May. 


Maintains Earnings 
Earnings of the American Safety 
Razor Corporation, Brooklyn, for the 
first quarter of 1933 were slightly 
above these for the first quarter of 
1932. The dividend was the same 
for both periods, 73 cents. 


Package Aids 
Carter Sell 


Boston, Mass., May 25.—The pub- 
lic wants and will pay for frills 
whether times are good or bad. This 
was the discovery of The Carter's 
Ink Company, whose sales of a 25- 
cent bottle of ink multiplied six 
times in as many months when the 
package was made to look like 25 
cents. 


Develop New Hues 


Writing in “Executive 
Bulletin,” published by the Metro- 
politan Life Insurance Company, 
Richard B. Carter, president of Car- 
ter’s Ink Company, told of creating 
a new interest in ink by developing 
four entirely new hues, marketed as 
; the Jewel line. 

“The lesson we learned here was 
applied to the 25-cent ink field, a 
market which manufacturers, with 


Service 


25-Cent Ink 


little or no success, have attempted 
to develop,” Mr. Carter said. 

“We style a new package, the Ink- 
well Bottle, and spared not a cent to 
make it not only the most conveni- 
ent, but the finest and most beautiful 
|bottle of ink that money could pro- 
duce. 
| “Manufacturers told us that the 
|cost of the caps was prohibitive; lith- 
|ographers told us silver-foil paper 
could not be printed; glass manu- 
facturers told us our ebony glass 
model could not be produced. 

“By determining in advance the 
result we wanted and holding to our 
plans tenaciously, we finally devel- 
oped the Inkwell Bottle, which has 
increased our 25-cent ink sales six- 
fold in six months.” 

Mr. Carter explained that this 
jump was due in part to the tremen- 
dous enthusiasm among dealers, who 
doubled their profits with the new 
product. 


Name Zinn & Meyer 


Edros Natural Products, Inc., New 
York, has appointed Zinn & Meyer for 
Edrolax, effective June 1. 


Makes “Hunecrunch” 


A new toasted bread, malt and 
honey food product, Hunecrunch, 
which can be used as a cereal, des- 
sert or for use in recipes, has been 
introduced by Hunecrunch Cereal 
Company, Tulsa, Okla. State-wide 
distribution has already been at- 
tained, and national distribution is 
planned. 


Furriers Organize 


The Associated Fur Industries of 
Milwaukee has been organized as a 
section of the Milwaukee Association 
of Commerce. The group will formu- 
late trade practice agreements and 
set up and enforce standards of ad- 
vertising and selling. 


Daily Is Bankrupt 


The Louisville, Ky., Anzeiger, Ger- 
man daily, and the second oldest 
newspaper in the state, filed a volun- 
tary petition in bankruptcy May 17. 


Atkinson Transferred 
V. E. Atkinson, Jr., has been trans- 
ferred from the San Francisco office 
of Wenger-Hall Company, newspaper 
representatives, to Los Angeles. 
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big order or a small one?”’ 


single 


But I need it 
TONIGHT!” 


T is Rapid’s policy to welcome small 
orders as well as large ones. The men at 
Rapid consider only two things: the quality 
of the electrotype and the time when it 
must be delivered. They don’t ask: 


“Ts it a 


It is this policy of unvarying quality and 
delivery when promised that has numbered 
among Rapid’s patrons the biggest names 
in industry. It is the same policy that is 


winning the confidence of smaller concerns 
whose aggregate business has contributed so 


greatly to Rapid’s success. 


The Largest Plate Makers in the World 


BRANCH OFFICES 


New York, Chicago, Philadelphia 


W. H. KAUFMANN, President 


RA PIDCHowe 


CINCINNATI 


SEES REGULATION 
BILL AS THREAT 
TO ADVERTISING 


Chicago, May 25.—A threat to the 
entire advertising structure is seep 
by Glen Buck, president, Glen Buc, 
Company, in the proposed federa| 
regulation of industry which wou 
limit production. 

Writing in “Advertising Ace,” 4 
one-shot house organ for which the 
ADVERTISING AGE format was used, 
Mr. Buck asserts that “there is more 
dynamite wrapped up in this pro. 
posed legislation than in any other 
measure yet sponsored by the admin. 
istration.” 

“If the great Ford Motor Company 
is to be told that it can supply only 
its prorated share of an estimate 
demand, and no more—what'’s to be. 
come of its advertising activities” 
the article asks. 

“Where will be the incentive to 
advertise, if its production is limited 
by a proration of an unstimulated 
market? Is some clerk in Washing. 
ton going to tell Henry Ford how 
many cars he can make? 

“A market from which competition 
is eliminated is a dead market. Over. 
production is not the bugaboo some 
people consider it, for it soon adjusts 
itself, and it must take its chances 
with natural law. Can this sort of 
man-made rule circumvent natural 
law? 


“Advertising Is Doomed!” 


“Tf so, advertising, as we know it, 
is doomed. And if advertising goes 
by the board, what about the publish- 
ing business? And what of the print: 
ing and engraving industries? Their 
very existence depends directly upon 
advertising expenditures. Also, what 
about our entire system of distribu 
tion as now constructed? 

“Enforced cooperation may mean 
the death of advertising.” 

Asserting that the law of supply 
and demand has never been success: 
fully thwarted, and that general lim- 
iting of production may prove futile, 
the article says: 

“Who will set these limitations? 
Who knows what they ought to be? 
Can any set of statistics, no matter 
how elaborate, give government the 
vision to forecast the market of the 
next twelve months for Goodyear 
tires, or Grigsby-Grunow radios, or 
Jones’ pump handles? The only per- 
son capable of guessing his market 
is the manufacturer, who is con 
stantly on the job, and who risks his 
money and his destiny on the guess.” 


New Newspaper Line-Up 
Planned for Springfield 


Springfield Newspapers, Inc, 
Springfield, Mo., a new corporation, 
has purchased the Springfield Leader, 
Springfield Daily News and Sunday 
News and Leader from the Spring: 
field Leader Company, and has also 
acquired the Springfield Press. 

The Daily News will be continued 
as a morning paper, and the News 
and Leader as a Sunday paper. An 
evening paper to be known as the 
Leader and Press will also be pub- 
lished. 

Officers of the new organization 
are: H. S. Jewell, president; Edson 
K. Bixby, vice-president, editor and 
general manager; T. W. Duvall, 
treasurer and business manager; and 
Joel H. Bixby, secretary. 


Taxes on Oil, Coin 
Machines in Texas 


The Texas legislature has passed 
a bill levying a two-cent tax on each 
barrel of oil produced in the state, 
when the market value of the oil is 
less than $1 a barrel, and two per 
cent of the value when it is more 
than $1. 

The same bill provides a tax on 
“every owner, manager, or exhibitor” 
of coin operated devices, including 


gum machines, handkerchief ma- 

chines, sandwich machines, ete. 
Kraff Gets Bay 

Bay Products Company, Minne 


apolis, peanut vending machines, has 


placed its account with Kraff Adver- 
tising Agency, Minneapolis. 
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“JUNE BRIDE” IS 
LARGELY A MYTH, 
GORHAM DECIDES 


launches Year-Round Drive 
For Silverware 


Providence, R. I., May 25.—Aban- 
doning the idea of the old school 
that sterling silverware is a season- 
able line to be merchandised in the 
spring and dropped the remainder of 
the year, the Gorham Company has 
launched a policy of featuring ster- 
ling twelve months in the year. The 
company refers to the campaign as 
the “most continuous and the most 
forceful campaign for silver in 
America.” 

“In the past we have been content 
to feature sterling silver to June 
brides,” commented Paul F. Donelan, 
advertising manager, “but statistics 
prove that all months offer good 
sterling business from newly-weds. 
Even in the month averaging lowest 
in number of marriages, there are 
approximately 6% per cent of the 
marriages of the year, which is a 
worthwhile market.” 

Copy is now being placed monthly, 
and is to be continued regularly in 
Vogue, Harper’s Bazaar and Good 
Housekeeping. All copy features 26 
active Gorham sterling silverware 
patterns in individual reproduction 
and most copy features the present 
silver market as offering an oppor- 
tune time to start a sterling set or 
to fill in sets already started. 


Dealers Kept Advised 

The plan is being put over in a 
rather unusual set-up. Copy in trade 
papers is telling jewelers, “How we 
are creating new customers for you,” 
reprints being mailed to the trade. 
This copy features the theme that 
advertising is to go into the three 
named magazines—not spasmodically 
—but every month, reaching a tre- 
mendous market of 2,148,970 homes. 
Dealers are urged to use local adver- 
tising to tie in with the national pub- 
licity, the manufacturer furnishing 
free mats. 

For use by salesman the Gorham 
Company has produced an unusually 
elaborate and forceful selling book. 
It is approximately 13 inches wide 
and 16 inches high, richly-colored in 
rose and silver and covered in cello- 
phane. Inside pages are grey with 
short, forceful messages printed in 
various sized black type, one message 
to a sheet. All stress the fact that 
Gorham is helping the trade to in- 
crease sterling sales, and that Gor- 
ham is to advertise every month. 

In addition to this large book for 
salesmen, each dealer is to be fur- 
nished with a smaller, less preten- 
tious book, showing, in individual 
reproduction, each of the 26 featured 
patterns. Each is to be briefly de- 
scribed, and all are divided accord- 
ing to period. This book is to be 
used by dealers who stock a small 
number of the 26 patterns, but who 
have occasion to show and sell all. 


Melvin Rydor Starts 
Weekly, “Happy Days” 


Melvin Rydor has been authorized 
to publish Happy Days, a weekly 
newspaper for the 275,000 men now 
being enrolled in the Civilian Con 
servation Corps. Editorial and busi- 
ness offices have been established in 
Washington, D. C., and the first issue 
left the press this week. 

Ray Hoyt is managing editor; 
Theodore Arter, Jr., business man- 
ager. 


Account to Chirurg 


Smith & Winchester Manufactur- 
ing Company, South Windham, 
Mass., builder of Fourdrinier paper 
machines, has placed its account 
with Thomas Chirurg Company, Bos- 
ton. Business papers and direct mail 
will be used. 


Walter Names Greve 
‘ The account of Walter Hair Re- 
juvenator, St. Paul, has been placed 
with Greve Advertising Agency, St. 
Paul. Newspapers will be used. 


Has Five-Day Week 


National Oil Products Company, 
Harrison, N. J., will inaugurate a 
five-day week, without any reduction 
in the pay of salaried employes, June 
1, C. P. Gulick, president, has an- 
nounced. 


Adds Two Products 


Bird seed and bird gravel have 
been added to the line of McCormick 
& Co., Baltimore. They will be mar- 
keted under the Bee Brand trade 
mark. 


Lyman Heads L. A. Club 


Clarence Lyman, advertising man- 
ager, Security-First National Bank, 
was elected president of Advertising 
Club of Los Angeles at the annual 
meeting held this week. 


New Company 
Enters Tooth 
Paste Market 


Chicago, May 25.—Dee’s Lemon 
Tooth Paste made its bow to Chicago 
today through the advertising col- 
umns of the Chicago Tribune and 
Evening American. Dee’s Manufac- 
turing Company is the sponsor. It is 
owned by Frank De Lugach. 

Mr. De Lugach is a well known real 
estate man who, after becoming 
wealthy in that field, saw opportuni- 
ties in this new one. He acquired a 
new formula which makes it possible 


to fix the lemon flavor in the tooth 


paste—a feat which is said to have 
eluded chemists heretofore. 

The new tooth paste won quick dis- 
tribution through a sampling cam- 
paign to druggists conducted by 
Western Union. Three tubes of the 
paste were delivered to every drug- 
gist in Chicago. Jobbers’ salesmen 
followed the calls of the messenger 
boys and, aided by another bonus 
offer, succeeded in selling almost 100 
per cent of the retailers. 

While Dee’s Lemon Tooth Paste 
sells at 25 cents, the discount to 
druggists is larger than that of any 
other advertised brand, while the 
tube is larger than any other in its 
price class. Two small samples for 
children are being given with every 
tube bought. 

Initial copy consisted of 195 lines. 


The four pieces of copy scheduled 
weekly for the next month will be 
scaled down to smaller sizes, ending 
in 50 lines on two columns. 

Schweizer-Steitz Company, Chicago 
agency, is in charge of the campaign, 
with P. W. Steitz giving his personal 
attention to it. 


Yeomans Has Agency 


Yeomans Brothers Company, Chi- 
cago, manufacturer of sanitary pump- 
ing equipment, has placed its ac- 
count with George J. Kirkgasser & 
Co., Chicago. 


Holmberg to Tracy 


Clarence R. Homberg, formerly 
with Gardner Advertising Company, 
has joined W. I. Tracy, Inc., New 
York, as production manager. 


compelling buying urge in life! 


SCREEN 


Book | 


a 


Minneapolis - 


2c A PIECE 


For a Million Romantic-Minded Buyers 


Go after this market which returns more for your money. Meet 
these girls in the four magazines which are built for the young, 
free-spending woman, centered around the four most vital feminine 
interests: fashions, beauty, cinema stars, and love. 96.13% of 
these girls buy their copies of Fawcett Women’s magazines at the 
newsstands—every copy is bought because it’s definitely wanted! 
Now it costs you but two cents apiece, to reach these young, able- 
to-buy prospects, with twelve full pages! Write today and get 
the facts about this enormously rich market and this group 
that can turn it into a gold-mine for you. Do it today! 


$1.70 . . . THE LOWEST PAGE RATE 
PER THOUSAND . . . TO REACH 
A MILLION WOMEN BUYERS 


Pay Less for Better 
Customers! 


Now you can select a group of a million girls and women who spend twice as 
much as the average woman, for personal, feminine, luxury articles. They’re 
the million girls and young women who read Fawcett Women’s Group. 
72% of them average 25 years of age; 81% of them are wage-earners or 
wage-earners’ wives. 887% of them are found in cities of 2,500 population 
and over—where per capita spending is greatest. Last year each one of them 
spent $419.54 just on personal, feminine articles for herself! 


This Young Woman Spends Twice 


as Much (s 32 A YEAR) 


For Silk Hosiery Alone 


Here’s just one example! The average woman spends $15 a year for hosiery——~ 
and that’s a liberal estimate. But the women and girls who read this group 
spend an average of $32! Rouge—powder—face creams—lingerie—shoes— 
cigarettes—these are a few more of the items where these girls spend more. 
For they are at the age when romance—the craving for greater luxury 
and a more glamorous life—is strongest—when it constitutes the most 
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May 27, 19% 


COMIC CLUB IS 
WRIGLEY OFFER 
TO YOUNGSTERS 


Impersonate Famous Charac- 
ters with Masks 


Chicago, May 25.—In what it be- 
lieves to be the most complete tie-up 
yet effected with the ludicrous folk 
of the comic pages, the Wm. Wrigley 
Jr. Company, Chicago, will release a 
full-page campaign Sunday, May 27, 
in Puck, the comic supplement of 
the Hearst Newspapers. 

While the campaign itself is note- 
worthy in scope and intensity, it is 
being supplemented by intensive re- 
search into the purchasing habits of 
the public, as far as chewing gum 
is concerned, at least. This has al- 
ready upset some accepted theories 
as to the most effective display point 
for gum in retail stores. 

The “hook” in the Puck campaign 
is the offer of masks which will en- 
able youthful readers to impersonate 


no less than nineteen of the char- 
acters who have long convulsed 
Young America on otherwise peace- 
ful Sunday mornings. 

Any one of these masks can be 
obtained by sending the company 
twelve outside wrappers from as 
many five-stick packs of Wrigley’s 
gum, of which, it is stipulated, four 
must be from Juicy Fruit. The other 
eight may be from other brands. 


Will Form Clubs 


Demand for these premiums will 
be stimulated by the suggestion that 
the youngsters form “Comic Clubs.” 
This is the title of the Wrigley color 
page, the first of which shows how 
one of the neighborhood kids at- 
tained leadership by being the first 
to appear in the guise of Jiggs. He 
revealed his secret to his satellites 
only on condition that they elect him 
president of the Comic Club. 


Only one of the masks is sent for 
the twelve wrappers and a three-cent 
stamp to cover postage. If the en- 
tire series of nineteen masks is de- 
sired, 228 wrappers must be dis- 
patched to headquarters. This goal 
will keep any group of children do- 
ing a lot of chewing of Wrigley gum, 
it is believed. Comic Club money 
and stamps are also included as pre- 
miums. 

Though the Wrigley Company is 
co-operating with the Hearst News- 


papers and King Features Syndicate 
in the campaign, it was unable to 
make exact copies of the features of 
the famous comic strip characters 
because of copyright restrictions. 
However, T. Stapp, a Chicago artist, 
did such a good job that only the 
men who created Krazy Kat, Hans, 
Mrs. Katzenjammer, Barney Google, 
Tillie the Toiler, Maggie, Toots, Ig- 
natz, Dinty Moore and the other 
celebrities can detect any difference. 

The general spirit of the campaign 
is emphasized even in the envelopes 
which carry the masks to waiting 
adventurers. “Avast there, Matey!”’ 
says the legend in the upper left- 
hand corner, “speed this to our new 
Comic Club member. His name is 
————.”. Popeye himself is doing 
the talking. 

The campaign opens May 27 with 
bi-weekly insertions for a _ period 
which has not yet been determined. 
Appropriate tie-up material for deal- 
ers’ stores has been developed by 
Henry L. Webster advertising man- 
ager, and the J. Walter Thompson 
Company, the agency in charge. 

The masks were produced by the 
Einson-Freeman Company. Attached 
to the face by rubber bands fitting 
over the ears, they are said to be 
so scientifically made that every 
wearer can see perfectly while emu- 
lating characters of the comic pages. 


Effective with the issue of 


SATURDAY, JUNE 10th, 1933 


Automotive Daily News 


The National Newspaper of the Industry 


will be published at 


DETROIT 


on Wednesday and Saturday of each week 


(1.}The present page size (1,000 agate lines) will be unchanged. 


(2.}—The present Advertising Rates will continue in force. 


(3.}The present Circulation will be augmented with each Saturday edi- 
tion to reach several thousand additional automobile dealers. 


(4.}The printing will be done on flat-bed presses, and the paper stock 
will be changed from 30 lb. news-print to 45 lb. machine finish book, 
guaranteeing perfect printing results. 
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JOIM THE COMIC CLUB - GET A Comic MASK ~ FREE! SS = 


An Advertisement of Wm. Wrigley Ir. Company 
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of a old Jiggs and 18 other comic friends of a 
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First copy for Wm. Wrigley, Jr. Company which will appear as a full 
page in "Puck," the Sunday comic supplement distributed with 
Heerst Sunday newepapers. 


Biden Art 
Storm Center 


At Pittsburgh 


Pittsburgh, Pa., May 25.—The an- 
nual exhibit of advertising art staged 
by the Pittsburgh Advertising Club 
suddenly became a topic of intense 
general interest last week when min- 
isters opened their verbal guns on 
four Russian posters included in the 
display in the William Penn Hotel. 

Criticism grew so strong that club 
officials reversed their early stand 
and ordered the posters withdrawn 
on the ground of sacrilege. 

The offending posters, the property 
of the Advertising Federation of 
America, and valued at $1,000, are 
atheist propaganda reproduced from 
the Moscow publication, “Atheist at 
the Bench.” 

Some members of the advertising 
club shared the opposition to dis- 
playing the posters. Edward M. 
Power, Jr., head of the advertising 
agency of that name, wrote on one 
of them: “I object to the display of 
this kind of stuff.’ 

Robert F. Heywang, club presi- 
dent, endeavored to pacify both sides. 

“We've put them in one corner of 
the hall and set the Westinghouse 
mechanical eye to watch them,” he 
said. “Then if one of the Russians 
comes out of the picture, we'll shoot 
him.” 

Other posters hailing from Mos- 
cow and dealing with the glorifica- 
tion of the worker, were left in the 
exhibit. 


Heads Milline Club 


Burton C. Granicher, McCann- 
Erickson, Inc., was elected president 
of the Milline Club, San Francisco 
organization of younger advertising 
men, at the annual meeting. Stanley 
Schlenther, Beaumont & Hohman, 
was named secretary, and Lloyd 
Hamilton, R. J. Birch Company, 
treasurer. 


Issues Book on Salt 


Worcester Salt Company, New 
York, has issued an unusually at- 
tractive booklet, “Salt: Its Romantic 
History Its Refining 
And Its Many Uses.” The booklet, 
prepared by Fuller & Smith & Ross, 
Inc., the company’s agency, is replete 
with illustrations, and presents much 


interesting historical material. 


New Benaieens Plan 
Developed for Stores 


Point - O’- Purchase Broadcasting 
System, Inc., has been organized at 
Union Guardian Bldg., Detroit. Of 
ficers are George B. Storer, chairman 
of the board and treasurer; Joseph 
H. Neebe, president; Thomas R 
Walton, vice-president; and Edwaré 
EK. Rothman, secretary. 

The organization controls a _ pat- 
ented synchronous radio receiving 
set whose operation is governed from 
the broadcasting station, and _ the 
company’s plan includes installation 
of these receiving sets in retail out: 
lets, especially chains, on a national 
seale. According to the sponsors, 
such installation will enable national 
advertisers to deliver timely sales 
messages at the actual point of pur 
chase as well as to homes. 


Wayne Services Offer 
New Shadow Box Feature 


Wayne Services, Inc., Detroit, are 
offering a new service to users of 
window displays, intended to aid 
manufacturers’ representatives in 
their sales work. The device is a 
shadow box, in which a display is 
placed for the manufacturer while 
his representative is in charge. 

The first box is installed in the 
Hotel Fort Selby, Detroit, and sim- 
ilar boxes will be placed in leading 
hotels throughout the country. They 
will be available without charge to 
all representatives of manufacturers 
who employ point-of-purchase adver: 
tising, and the display will remain in 
the shadow box during the entire 
time the representative is in the 
city. 


Predicts Larger Type 


In Newpaper Stories 


“In ten years you will be reading 
news in type as big as that used in 
the modern novel, in a newspaper 
four columns wide, each line of type 
four inches long,” Gilbert P. Farrar, 
director of typography for the Conde 
Nast Press, and well known typo 
graphical counsel, told a joint session 
of Cleveland Club of Printing House 
Craftsmen, Cleveland Graphic Arts 
Club, the Advertising Club, and other 
typographical groups, last week. 

The newspaper of the future will 
print less but better news, Mr. 
Farrar predicted, because the public 
will have less time to read. 


Named for Foot Appliance 


Forest City Rubber Company, 
Cleveland, manufacturer of foot ap 
pliances, has placed its account with 
Ralph W. Sharp, Ine., Cleveland. 
General magazines and trade papers 
will be used. 
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FEMALE WRITER 
VOICES OPINION 
OF ADVERTISING 


‘American Mercury’ Vehicle 
for Her Plaint 


New York, May 25.—It seems that 
Bernice Kenyon doesn’t like adver- 
tising. Writing in the June issue of 
The American Mercury, Mrs. Ken- 
yon, boldly naming the objects of her 
criticism, lays right and left, telling 
some of the largest and most success- 
ful advertisers in the country where 
and how they err. 

Mrs. Kenyon, however, nowhere 
lays claim to being an average 
woman. In fact, the reader must in- 
evitably be forced to the conclusion 
that she is quite unusual in her re- 
actions, hence her criticism loses 
some of its force for the manufac- 
turer intent on selling the masses. 

Only one advertiser made a favor- 
able impression on the feminine 
writer. That one, alas, failed to fol- 
low up the sales opportunities cre- 
ated by a circular and thus never 
got the feel of Mrs. Kenyon’s money. 
This advertiser made can-openers, 
and though the magazine writer had 
and has a can-opener, she has spent 
the ten years which have elapsed 
since the hand-bill first came into 
her possession feeling that her life 
has been incomplete. 


Names Rile Her 


This is the only solace given to 
advertising folk in the article of sev- 
eral thousand words. Outside of this 
single unidentified advertiser, Mrs. 
Kenyon knows none whose appeals 
have moved her to compassion. Most 
of them, she says, merely arouse her 
disgust. 

Even where some degree of inter- 
est and desire is created by the ad- 
vertising, Mrs. Kenyon avers, the 
names conferred on the product usu- 
ally prevent her from capitulating. 

“Any housewife is familiar with a 
long list of things she does not like 
to ask for by name in a drug store,” 
writes Mrs. Kenyon. “I don’t refer 
merely to such obscure or esoteric 
things as Teethina, Tums, Winx, 
Golden Peacock Bleach Cream or 
Velvetskin Patters, which I can 
forego without any difficulty at all, 
but to others such as Couettes and 
The Cotton Picker, both convenient 
packages of absorbent cotton, which 
would be more convenient if called 
something less absurd. 

“But the prize for silly and senti- 
mental advertisements probably goes 
to an English company, makers of 
biscuits which they are now trying 
to sell to Americans. They show a 
tempting photograph of one of their 
products, and then make that product 
nearly impossible to purchase _ be- 
cause of their explanatory caption: 

“We are Peek Frean Biscuits and 
our party name is Twiglets.’ Would 
you enjoy going into a Park Avenue 
grocery and asking the clerk to get 
you a package of Twiglets?” 


Wants Colors Described 


Mrs. Kenyon grows more practical 
in her discussion of color. \ 

“Department stores continually 
make the mistake of being vague 
about colors,” she complains. “An 
advertisement of Arnold Constable in 
the New York Times aroused my in- 
terest with sketches and descriptions 
of silk under-slips, and I should, cer- 
tainly have sent for some if I had 
been able to make out what their 
colors were. 

“T was told that, besides white, I 
can have Turkish gold or sundown. 
What does that mean? Turkish gold 
sounds dark dirty-gold, sundown 
hints at brilliant rosered, but per- 
haps they mean something lighter. I 
don’t want white and I don’t want 
something with a strong color. If 
the copy-writer had said what was 
Meant by the fancy names, I might 
have ordered.” 


CLUB PRESIDENT 


Walter S. Norton, Norton & Peel, 
newly elected president of Adver- 
tising Club of Minneapolis, Minn. 


Sales Chiefs 
Learn Hearst 


Selling Plan 


New York, May 25.—The trading 
area system developed by the Inter- 
national Magazine Company was ex- 
plained to the Sales Executives Club 
last week by J. L. McCarthy, associ- 
ate director of that Hearst organiza- 
tion. 

This method, which the company 
originated for the use of its own 
twelve magazines, and later passed 
on to its advertisers, is based on the 
fact that 641 communities of the 
United States account for 70 per cent 
of the total retail business. 

He gave this formula for selective 
selling: 

1. Determine the sales possibili- 
ties for your product in key points. 

2. Establish a reasonable sales 
quota in each community and check 
the sales performance at least quar- 
terly. 

3. Decide whether present distri- 
bution is adequate. This may mean 
too much or too little distribution. 

4. Direct your salesmen to these 
key spots, making full use of his 
time, expense, and selling ability. 

5. See that your company’s ad- 
vertising parallels the market places 
from which you get your sales. 

6. Improve your product or pack- 
age and your service to your outlets, 
particularly those which do the most 
business for you. 

7. Establish a sales control sys- 
tem as a current up-to-date check on 
both quota and sales performance. 


John Van Erp Wins 
Air Brush Award 


John Van Erp, New York, won 
first prize of $250 for his ‘Roosevelt 
portrait” in the first National Air- 
painting Exhibit held in Chicago. 
Second prize of $100 went to Her- 
man Paus, Philadelphia, for his 
“baby in bath,” and third prize of 
$50 to Charles A. Schmitt, Sioux 
City, Ia., for the best mechanical air 
and brush retouching. 

Honorable mentions were awarded 
to Albert Viale, New York; Maurice 
Friedlander, Chicago; Arthur A. 
Harder, Brooklyn; George F. Man 
nel, San Francisco; W. E. Hentschel, 
Cincinnati; Jacob I. Greenleaf, Bos- 
ton; Robert L. Paulsen, New York; 
H. Wilson Smith, Richmond, Cal.; 
W. Stuart Leech, New York; and 
Ed Schoenthaler, Covington, Ky. 

The prizes were given and the ex- 
hibit sponsored by J. A. Paasche, 
Paasche Air Brush Company, Chi- 
cago. 


Clarke Joins Network 


E. A. Clarke Company, Phila- 
delphia advertising agency, has 
joined Allied Service Agencies Net- 
work. There are now 30 agency 
members in the network. 


Gets Stearns Account 


Stearns’ Electric Paste Company, 
Chicago, maker of Stearns’ Rat & 
Roach Paste, has placed its account 
with Needham, Louis & Brorby, Inc., 
Chicago. 


Fight on Shopping 
News Takes New Form 


The long drawn out fight on shop- 
ping news publications and other 
types of house-to-house giveaways 
took a new form in Oakland, Cal., 
last week when M. A. Wood Sales 
Company, a direct mail organization, 
used newspaper space on behalf of 
its metal house signs, reading “No 
Advertising Matter.” 

These, conspicuously tacked on the 
front of homes, make distributors 
liable to prosecution under the exist- 
ing municipal ordinance, which here- 
tofore has not been rigidly enforced. 

The Wood ¢ompany’s copy is 
headed, “Protect your home against 
burglary and fire hazards,” and offers 
to install the sign for 15 cents. 


Develops Outdoor Aid 


Frank A. Gritt, 4372 Central Ave., 
Indianapolis, Ind., has secured a 
patent on an invention which simu- 
lates fast moving objects on outdoor 


displays. The device produces the 
illusion of leaping flames, rising 
steam, etc. 


New Account for Sun 


Advertising of American National 
Company, Toledo, O., “Skippy” racers 
and other children’s toys, has been 
placed with Sun Advertising Com- 
pany, Toledo. National magazines, 
a papers and direct mail will be 
used. 


Bureau Offers 


Aristocratic 
Endorsements 


New York, May 25.—The work of 
advertisers wishing testimonials 
from the upper classes has been sim- 
plified by two enterprising young 
women who have formed an agency 
to clear suitable pictures and en- 
dorsements. 

The founders of the new enter- 
prise are Mrs. Katrinka Van Cort- 
landt Suydam Roelker, 21, and Miss 
Dorothy Wentworth King, 20. Miss 
King, known as “Dickie” to her in- 
timates, is a society girl. So is Mrs. 
Roelker. 


Get 50 Per Cent Response 


The girls sent letters to 150 society 
folk outlining their project and re- 
ceived warm acceptances from 75. 
The list includes both males and fe- 
males who would like to bolster their 
exchequers by a little honest but not 
too arduous labor such as signing 
testimonials. 

All expressed their conviction that 
they could learn to like any product 
which was willing to pay the price, 
so that their expressions would be 
entirely honest and sincere. 


Louisiana Press Group 
Elects George Frantz 


George T. Frantz, Pontchatoula 


Enterprise, was elected president, 
and Issac Chapman, Morehouse 
Enterprise, was named _ secretary- 


treasurer of Louisiana Press Associa- 
tion at the annual meeting held at 
Monroe. 

The convention went on record as 
favoring the organization of a na- 
tional advertising bureau for weekly 
newspapers. One of the principal 
addresses was delivered by Col. R. R. 
McCormick, publisher, Chicago 
Tribune. 


Bank in National Drive 


Crocker First National Bank, San 
Francisco, has launched an eight- 
month campaign, using one-third 
pages in Time, aimed at keeping 
alive the national good will for the 
institution. The copy, placed by 
Doremus & Co., points to the decades 
of os the institution has rend- 
ered. 


Picks Hanff-Metzger 
Union Navigation Company, New 
York, has appointed Hanff-Metzger, 
Inc., New York, to direct advertising 
of the “Rainbow Fleet.” 


Has Journalism Course 


Creighton University, Omaha, Neb., 
will inaugurate a course in journal- 
ism next fall. 


MERCHANDISE ON DISPLAY 
°° SELLS ITSELF 


@ The above photograph shows a typical installation of a Bar-Mor Display Cabinet 
in the lobby of one of the country’s leading hotels. 


* Left—One of individual compartments when the 


interior is illuminated. 


@ Right—Same compartment when lights are off. 


ACCOUNT EXECUTIVES and 
Advertising Managers look- 
ing for a dignified and sales pro- 
ducing medium that will permit 
the display of actual merchandise 
away from the‘‘point of sale;’there 
is now available a new medium 
knownasthe Bar-Mor Illuminated 
Display Cabinet. These cabinets 
offer a type of circulation not 
obtainable to the National adver- 
tiser through any other medium. 
+ Franchises, now held by The 
Bar-Mor Corporation, permit Bar- 
Mor Display Cabinets to be placed 
in all of the leading Greyhound 
Bus Terminals, prominent Hotels 
and Railroad Terminals through- 
out the country. The circulation 
thus obtained reaches millions of 
people, who, while at these points 


of contact, are in a highly recep- 
tive mood and most susceptible 
to suggestion. « « In addition to 
the display of actual merchandise, 
automatically operated lantern 
slides, specially processed posters 
and transparent decalcomanias are 
displayed. ¢ ¢« The compartments 
and spaces, equipped with trans- 
parent mirrors, flashing on and 
off at timed intervals, present an 
unusual effect and hold the at- 
tention of the public for several 
minutes. « ¢ The Bar-Mor Cor- 
poration, 1022 Leader Building, 
Cleveland,O.—I would like more 
detailed information regarding 
Bar-Mor DIspLay CABINETS 
as introduced in the May 27 
issue of ‘‘Advertising Age.” 


Cleveland, Ohio. | 
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CHICAGO STAGES 
‘LET'S GO" WEEK 


Chicago, May 26.—Working with 
unprecedented speed, Chicago adver- 
tising and business interests this 
week put over an unusual “pep week” 
in advance of the world’s fair open- 
ing. 

Although the idea for “Let’s Go, 
Chicago” week, as the event was 
called, was first discussed on May 
15, and the first meeting of Mayor 
Kelly’s committee was held on May 
17, John P. Roche, president, Roche, 
Williams & Cunnyngham, who 
headed the mayor’s committee, and 
his associates worked so speedily 
that on Monday, May 22, “Let’s Go, 
Chicago” week was ushered in with 
a 21-gun salute and the shrieking of 
factory whistles throughout the city, 
backed up by one of the most intense 
community advertising and publicity 
campaigns ever put on in the city. 


Printed signs, labels and stickers. 
miniature flags, newspaper advertis- 
ing and stories, radio, outdoor adver- 
tising, movies and almost every 
known form of promotion was put 
behind the event designed to fill the 


dual role of waking Chicago to a 
realization that its own world’s fair 
was about to open, and that the 
business tide has definitely begun to 
shift. - 

Movement Timed Right 


Credit for the speed with which 
the movement was launched as well 
as for the unusual success scored be- 
longs in large measure to the splen- 
did cooperation received from Chi- 
cago business, advertising and pub- 
lishing leaders, according to Mr. 
Roche. 

“Perhaps the most important rea- 
son for the enthusiasm with which 
the event was taken up,” Mr. Roche 
asserted, “was that it was timed 
right. This was not an effort to in- 
duce enthusiasm which was not jus- 
tified by the circumstances. With 
the opening of A Century of Progress 
scheduled for the end of this week, 
and with commodity prices rising 
daily to higher levels and industrial 
conditions showing marked _  im- 
provement, it was easy to convince 
business and the public that this is 
the time for Chicago to say ‘Let’s 
Go!’” 


Midwest Farm Unit Moves 


Chicago office of Midwest Farm 
Papers have been moved from the 
Daily News Bldg. to 307 N. Michigan 
Ave. 


Advertising Post of 
Legion Is Suspended 


Grosscup-Pishon Post, Boston, com- 
posed almost entirely of advertising 
men, had its charter suspended for 
three months this week by the state 
body of the American Legion for 
criticizing State Commander Rose 
for a speech in which he assailed 
cuts in veterans’ compensation. 

The post, which adopted resolu- 
tions recording itself as 100 per cent 
behind President Roosevelt’s econ 
omy program, may resign from the 
Legion. 


New Note for Beer 


A new note in beer garden adver- 
tising was struck in New Orleans 
last week when Adam’s Beer Garden 
inserted a classified advertisement in 
a morning paper reading: “Wanted 
—1,000 girls with boy friends to en- 
joy free dancing and free crayfish, 
shrimps or crabs every Monday, 
Wednesday and Friday night, 8 p. m. 
‘o 5am. Big glass of beer only five 
cents.” 


Haire Buys Publication 


Haire Publishing Company, 1170 
Broadway, N. Y., has purchased 
Trunks and Leather Goods, which 
consolidated with Luggage and Hand 
Bags a year ago, and will assume 
management with the June issue. 
Cyril Reinstatler continues as gen- 
eral manager of the publication. 


LE 


a 


— 


HILE spectacular promises sound 


impressive, the complete results of constant 


performance constitute the criterion by 
which National Advertising Records is to 
be adjudged. Its adaptability to meet the 
requirements of the advertising profession 
is best evidenced by the number and the 


character of its subscribers ....... 


The Advertising Record Co.,|nc. 
43 E. Ohio St. 
Chicago 


853 Broadway 
New York 


HOW STATES STAND ON SALE OF BEER 


ee 
ee 


oree 
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SALE 


Sale of beer is now legal, or soon will be, in 36 states, according to 
this map, which is reproduced from "United States Daily,"" Wash- 
ington. The legend at the bottom explains the map. 
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English Expert re Buys 


Sees New Trend 
In Advertising 


New York, May 25.—The demand 
for effective advertising with smaller 
space has thrown the spotlight on 
layout, the editors of “Modern Pub- 
licity,” London, believe. This annual 
volume is devoted to reproductions 
of advertising in Britain and on the 
Continent, as well as in this country. 

“A design no longer stands entirely 
alone,” says the foreword. ‘The best 
practitioners are now making every 
effort so to dispose type and design 
as to obtain the maximum effect 
simply from arrangement.” 

Remarking that many of the ad- 
vertisements included in the current 
volume illustrate this point, the edi- 
tors note, however, that the _ pic- 
torial element continues in favor. 

“Purely formal and _ typographic 
design easily becomes standardized,” 
they point out. “There is something 
human and individual about the 
drawn or painted representation of 
a thing which even the photograph, 
with all its great advantages, cannot 
replace.” 

Other European advertisers are 
studying the possibilities of two in- 
stead of three and four-color work, 
the book concludes, and some spec- 
tacular results are being achieved. 


American Specimens Included 


As usual, American advertisers 
figure prominently in the volume. 
Among these are Bigelow-Sanford 
Carpet Company, New York, one of 
whcese showcards, designed by 
Charles Crawley Dean, is reproduced. 
Newell-Emmett Company is_ the 
agency. 

Another showcard series, in three 
colors, extolling the merits of Ivory 
Soap, also is reproduced. This is the 
work whose basis was sculptures in 
soap. Gordon Aymer was the artist 
and the Blackman Company the 
agency. 

Other American advertisers whose 
copy is considered outstanding 
enough to deserve inclusion are the 
Bell Telephone Laboratories, John- 
son & Johnson, H. J. Heinz Com- 
pany, Cadillac Motor Car Company, 
Vacuum Oil Company, Boston Insur- 
ance Company, Standard Accident 
Insurance Company, Standard Oil 
Company of New York, Mark Hop- 
kins Hotels and Parke, Davis & Co. 


Texas Press to Meet 


Luis Leon, publisher of El Na- 
cional, Mexico City; John Benson. 
American Association of Advertising 
Agencies; A. F. Baumgartner, presi- 
dent, Thompson-Koch Company, Cin- 
cinnati; Marlin E. Pew. Editor and 
Publisher; and Samuel O. Dunn, edi- 
tor, Railway Age, will be featured 
speakers at the annual meeting of 
Texas State Press Association in 
Houston, June 8-10. 


Wientnnd Moves 


The Chicago office of John B. 
Woodward, Inc., has moved from 360 
N. Michigan Avenue to the Wrigley 
Building. 


Automotive 


Trade Daily 


Detroit, Mich., May 25.—George M, 
Slocum, for the past eight years De. 
troit manager for Macfadden Publi- 
cations, this week announced forma. 
tion of the Slocum Publishing Com. 
pany, and purchase of Automotive 
Daily News from Macfadden. Mr, 
Slocum retains his connections with 
Macfadden Publications. 

The publication, under its new 
ownership, will become a_e semi- 
weekly, appearing Wednesdays and 
Saturdays. First semi-weekly issue 
will appear June 7, the last daily 
coming out May 31. 

Mr. Slocum is the newly-elected 
president of the Adcraft Club of De 
troit. 

Chris. Sinsabaugh, Detroit editor, 
and former editor of Motor Age, 
Motor Magazine, Motor Life and 
American Motorist, will become edi- 
tor. Will Callahan, news editor, will 
be managing editor. B. B. Crighton 
will be business manager; and Wil- 
liam R. Cotton, western manager, 
will become advertising manager. 

Editorial and business offices will 
be in the New Center Bldg., Detroit. 


Benn Kinovsky Promoted 
by “Sentinel-News” 


Benn Kinovsky, who has been local 
advertising manager of Milwaukee 
Sentinel-News for the past two years, 
has been named advertising director 
of that publication. 

Mr. Kinovsky entered the employ 
of the company in 1918 as a reporter, 
subsequently becoming assistant local 


advertising manager and classified }, 


manager. Shortly after Wisconsin 
News and Milwaukee Sentinel were 
merged and placed under the direc 


tion of Paul Block, he was named as ; 


sistant business manager. 


Jean Stewart Joins 


Sutton & Schipper| 


Jean Stewart, for the past several 
years with Lennen & Mitchell, Inc, 
New York, has joined Sutton & 
Schipper, Inc., New York and Detroit 
publicity counsel, as account execu- 
tive. 

United States Brewers’ Association 
is a new client of the firm. 


Old Time Detroit 
Printers Are Feted 


Fifty members of Typothetae- 
Franklin Association, Detroit, who 
have served the printing industry 
for more than 50 years, were feted 
at ah old timers’ luncheon at Hotel 
Fort Shelby this week. E. D. Stair, 
publisher, Detroit Free Press, with 
61 years of service to his credit, was 
among the guests. 

An ancient custom was_ revived 
when a printer’s devil was sent out 
to “rush the growler” with 3.2 beer 
to the guests of honor. 


a 


William Cave Appoints 


William Carter Company, Need 
ham Heights, Boston, underwear and 
foundation garments, has placed its 
account with Batten, Barton, Dut 
stine & Osborn, Inc. 
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‘Three weeks ago 


we announced 


~ the inauguration 


of a copy forum 
where admen 
who nursed 

a secret yen to 
“carpenter 

an ad 


without 


an eye on the | 


directors’ table’’ 


could have their 


_ pet piece of copy 


published. 
The first 


contribution is 


a beer ad by ; 


LES SHOLTY 


‘Brenon & Sholty, Inc. 
CHICAGO 


sF * 


oa 4 


nation’s drinking problem. An ancient 
sparkling beverage comes out of hid- 
ing. The stupefying wallop of bathtub 
gin gives way to the genial, mellow 
glow of tasty, well-brewed beer. 

Beer brings a profound and beneficial 
change to the social and eating habits 
of America. It washes a stigma from 
an honorable custom, makes eating a 
ceremony instead of a habit, promotes 
sound health. 

Beer rivals milk as a food. Its 9% solid 
content consists chiefly of sugar, dex- 
trin, albumen substances and 4% by 
weight of alcohol, the rest being water. 
The solid content of milk runs ordi- 
narily from 12% to 14%. 

Doctors know the value of pleasant, 
positive nourishment. They compli- 
ment the tonic properties of beer in 
no uncertain manner. Study this “liquid 


sician for a convalescing lung patient: 


4 pints of milk a day. 

2 pints of orange juice a day. 
6 pints of good beer a day. 
Anything else you care to eat. 


To be beneficial a meal must be con- 
sumed with relish. Beer tweaks the 
appetite like a stuffed olive. It adds 
relish to your meals and pron.otes the 
flow of gastric juices. The 4% alcohol 
content stimulates the disposition and 
enhances the social pleasure of the 
repast. Monotony fades. Enjoyment 
reigns. Good food tastes better. The 
meal “sets” well, does you more good. 
Beer is an effective agency for tem- 
perance. It gives the gentle, kindly 
relief from the tedium of a humdrum 
world which every normal person 
craves. Beer has won its social spurs. 


* * 
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x “eats Miller and Hutchings, inc. 


AN ENGRAVING HOUSE THAT LIKES TO DO BUSINESS WITH ADVERTISING: tateeae 
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Representative Named 

Wandless Associates, Ine., 522 
Fifth Ave., New York, have been 
named eastern advertising represen- 
tative of Printing Equipment Engi- 
neer, Cleveland. 


“MARKETING BEER DISPENS- 
ING EQUIPMENT” is a study 
covering the problems of distribu- 
tion of this equipment, and will be 
sent without cost to manufacturers 
who have such equipment to sell. 
No matter how or where this equip- 
ment is sold, the plumbing dealer 
installs it and in many cases, sells 
it. Because he is a figure of such 
importance, he should be included 
in the sales plans of manufacturers 
of beer dispensing equipment. 

Write for your free copy of this study. 


DOMESTIC ENGINEERING 
Plumbing & Heating Contracting and Merch ng 
1900 Prairie Avenue, Chicago, Illinois 
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PHOTO 
OFFSET 
PROCESS 


FOR 
STUFFERS—PAMPHLETS 


BROADSIDES—POSTERS 
DISPLAYS 


CUTS or ENGRAVINGS 


Original Art Work—photo- 
graphs wash drawings or 
anything that has ap- 
peared in print can serve 
as original copy. 


ONE OR MORE COLORS 
VARIETY OF PAPER 
SMALL OR LARGE 

QUANTITIES 


GET ACQUAINTED 


FOR YOUR NEXT JOB 


or 
Send in rough sketch or Dummy with 
Specifications for our estimate. 


PHOTO LITHO SERVICE, INC. 
145 Hudson Street 
New York City 


NO 


BEST BY COMPARISON 
-AJAX- 
PHOTOSTAT 
COPIES 


ome LET US SERVE YOU a= 


33 W.ADAMS ST. CHICAGO 


Color Ben Day Process 


Printing on Newsprint; 


Your Plates or Ours 
Shopping News— Cleveland, O. 


a, are, 
'VE FOUND 
a THE BEST 
HOTEL VALUE 
=) IN NEW YORK 
Py CITY 


Just think ... a mod- 

ern, new hotel, in the 

heart of New York— 
200 feet from Broad- 

way on 45th Street. 
A room and bath for one, 

$2.50; for two, $3.50. 

It's the 


PICCADILLY 


45th STREET ond BROADWAY © NEW YORK 
Wiiiiem Madiuns. Mng. Dir. 


VARYING VIEWS 
EXPRESSED ON 
YOUNG REPORT 


(Continued from Page 1) 
honesty—both temperamental and in- 
tellectual. 

“The questions he has answered 
have been the subject of debate for 
many years. Usually (practically 
always) the participants in such dis- 
cussions have had only a smattering 
knowledge of the facts. 

“The report should not only settle 
a dangerous controversy which 
started last summer, but should con- 
tribute toward the establishment of 
a much sounder relationship between 
advertisers, advertising agencies and 
publishers. All of us in the adver- 
tising business will profit from the 
publication of the report and I hope 
it will be widely read by all groups 
engaged in the use of preparation of 
advertising. 

“It would seem that Mr. Young’s 
findings substantiate a belief held by 
many of us over a long period of 
years that while the agency compen- 
sation system may have its theoret- 
ical weaknesses, it is the most prac- 
tical solution to the problem. Should 
it ever become necessary for agen- 
cies to compete not only on a basis of 
effective service, but also on that of 
price, it is easy to imagine how the 
competitive system would eventually 
degenerate, with consequent loss of 
service to the advertiser.” 

Mr. Needham concluded: 

“Possibly the most significant part 
of Mr. Young’s report is the fact that 
the more successful advertisers are 
apparently those who take their agen- 
cies most fully into their confidence, 
making the agencies an integral part 
of their own organizations.” 


Leavenworth Unconvinced 

A less optimistic view was ex- 
pressed by Ralph Leavenworth, gen- 
eral advertising manager, Westing- 
house Electric & Manufacturing Co., 
East Pittsburgh, Pa. 

“It is somewhat reassuring to be 
told on this good authority that we, 
meaning advertisers, as a whole are 
not paying too much for agency serv- 
ice.” said Mr. Leavenworth. 

“The fact still remains, however, 
that many advertisers are dissatis- 
fied with the arrangement in their 
own particular case. 

“Mr. Young says he will have no 
quarrel with whoever reaches differ- 
ent conclusions after examining the 
evidence on which they rest. Per- 
sonally, I am without bias in the 
matter and will look forward to ex- 
amining the evidence before attempt- 
ing to judge the soundness of his con- 
clusion that the present method ‘is 
the most practicable one for main- 
taining the true and long-run inter- 
ests of all advertisers and all pub- 
lishers.’ 

“If there was one thing in particu- 
lar I had hoped this report would 
provide it was a basis or method by 
which an advertiser—and his agency, 
if you please—could determine rather 
accurately whether the compensation 
in their particular case was right, 
and if not, what it should be. Per- 
haps study of the complete report 
and careful consideration of it by the 
A. N. A. and other groups will serve 
this useful purpose.” 


Modification Must Come 


S. Roland Hall, of Easton, Pa., 
once an advertising agent, now a 
sales and advertising manager and 
always an iconoclast, believes “that 
if the publishers and their agents do 
not at this time adopt some modifi- 
cation of the present archaic plan, 
they will merely be prolonging the 
difficulties that have been noticeably 
increasing lately.” 

Mr. Hall justified his phraseology 
by some of the testimony by A. A. 
A. A. members before the Federal 
Trade Commission some years ago. 

He elaborated on his prediction in 
these words: 

“The publishers should be able to 
control the terms-and-price-making 
acts of their agents, but they are 
evidently not doing so. In the case 


of a large advertiser whom I served 
for a time, with an annual appropria- 
tion of $2,000,000, the payment to 
the agent was 10 per cent, which 
meant that we were getting approxi- 
mately a 5 per cent better rate on 
advertising than those who paid card 
rates. This is an evil that cannot be 
ignored. 


“I did not make the arrangement 
with this advertiser and so I did not 
disturb it, though later, in my ten 
years of agency experience, I main- 
tained the card rates of publishers 
religiously. I did so even when I 
could have secured new business by 
some secret rate-cutting and might 
have saved my agency from being 
kicked out of full practice by an auto- 
cratic publishers’ association, dis- 
satisfied because I had not delivered 
enough business, in their judgment, 
to be entitled to retain the prized 
‘franchise’ of full recognition. 


“I kept the faith and got the 
‘thumbs down’ signal on my recogni- 
tion.” 

Commissions Necessary 


Mr. Hall said that the agency 
which served for 10 per cent used this 
plan with all large advertisers and 
gave good service. 

Speaking of the commission form 
of remuneration, he said that a small 
agency can manage to live without 
it, while a big one cannot. 

“If the commission plan should 
ever pass out altogether,” he con- 
tinued, “the velvet of the agency 
business will automatically go and 
agencies would have to take their 
chances as lawyers and engineers do 
—a hard chance in a business such 
as advertising. 

“In fairness to the large number of 
brainy men in agency work, I do not 
feel that the commission plan should 
be abandoned. The smaller adver- 
tisers can well afford to pay 15 per 
cent and more. The big ones, with 
well organized sales and advertising 
departments, should not be required 
to stand 15 per cent unless they need 
and ask for all that the 15 per cent 
is supposed to cover. 

“Those who have the ‘humble 
honor of paying all of the final bills 
of advertising’ have some rights in 
the matter. 

“My conclusion, for whatever it 
may be worth, is that what the pub- 
lishers themselves contemplated about 
ten years ago is the best way out. 
That is, reduce the commission to a 
figure that no agent would cut. This 
would put part of ‘the freight’ on the 
publisher and this readjustment 
would mean that every advertiser 
would pay the same rate. Then ad- 
vertisers, large and small, could in- 
crease the percentage, pay salary or 
fee, to cover every service they wish 
or need from the agent.” 

This plan, Mr. Hall believes, “would 
relieve advertisers from the present 
necessity of building up an endow- 
ment fund for the development of 
other advertisers.” 


Will Continue Practice 


Albert D. Lasker, chairman of the 
board of Lord & Thomas, declined to 
discuss the report at length. 

“I have been asked by several to 
make comments on the Young re- 
port,” he explained. “I have re- 
frained from so doing, first, because 
I think the report speaks for itself, 
and second, because our agency has 
for decades practiced the method of 
compensation now in vogue and al- 
ways will. 

“Therefore, comment from us 
would seem to be propaganda, and I 
am sure you will understand that we 
would not want to put ourselves in 
such light.” 

Charles Austin Bates, head of the 
New York agency of that name, 
praised Mr. Young “for a painstak- 
ing job and one as nearly as may be 
without bias.” 

“Apparently he has proved,” said 
Mr. Bates, “what most of us have 
known for a long time—that some- 
times 15 per cent is too much and 
sometimes too little. 

“My own contacts lead me to be- 
lieve that rate-cutting and rebating, 
in one form or another, are much 
more prevalent than Mr. Young’s 
findings indicate. Possibly these 
practices are more general in New 
York than elsewhere.” 

He said congratulations are due 
not only Mr. Young, but the commit- 
tee and sponsoring associations, “for 


a very valuable service to advertis- 
ers, agencies and publishers, in dem- 
onstrating that, on the whole, the 
present method of agency compensa- 
tion is fair and practical.” 

“It gives us a generally applicable 
figure for the value of agency serv- 
ice,” he concluded. “The extreme 
elasticity of such service can be made 
to take care of exceptional cases.” 


J. Stirling Getchell took advantage 
of the release of the Young report 
to send a memorandum to national 
advertisers asking, “What’s the next 
step after the Young report?” 

Pointing out that the most impor- 
tant questions advertisers will ask 
will be: “How can we take the pres- 
ent system of agency operation and 
make it better?’; and “how can we 
make the 15 per cent method more 
eflicient—and give the advertiser 
more for his money?”, the memoran- 
dum sets forth five contentions. 

The first asserts that advertising 
costs are too high and that space 
rates, mechanical costs, etc., bulk too 
large in relation to other selling 
costs. The second is that advertis 
ing results must be checked more 
carefully, and the third that “there 
has been too much of a tendency in 
the agency business to delegate crea- 
tive responsibility.” 

The fourth contention is that there 
is too much salesmanship in agency 
service, while the fifth accuses adver- 
tising of failing to keep pace with 
newer trends and newer conditions. 

Saunders Norvell, president, Rem- 
ington Arms Company, declined to 
comment extensively on the con- 
clusions of the report, but said, 
“Probably after all the present plan 
of compensating advertising agents 
for their services is just about as 
good as anything that can be de- 
vised.” 

Emil Brisacher, Emil Brisacher 
and Staff, feels that Mr. Young’s con- 
clusions are quite sound. 

“Unquestionably there can be no 
one system of compensation which 
would have sufficient flexibility to 


tn, 
—3 


award proper compensation to 

three of the principals involved,” ¥J 
said, “but the commission system 

payment more than any other ap} 
trary system that might be devigeg 
produces business for the publig 
tions at a fair cost; permits adye, 
tising agencies to operate with , 
profit and supplies advertisers wi, 
talent that is more or less allocaty 
in proportion to the size of the g 
penditure.” 


Detroit Women Elect 


Marie Ryan, Louise Grace, ]j 
Leonard, Ruth Dunning, Floreng 
Cox, Minnie Cady, Margaret Wagne 
and Gertrude Bailey were electe 
directors of Women’s Advertisiy 
Club of Detroit this week. Member 
of the board will choose the ne 
officers. 


Simonson in New Field 


Lee Simonson, well known the 
atrical designer, will try his hand q 
window display in creating a desig, 
for Dorothy Gray, New York, whi 
will utilize the two-story windows jy 
the company’s Fifth Ave. location a 
a single display unit. 


Churan to Paris & Peart 


Charles A. Churan, formerly with 
Gotham Advertising Company an 
Young & Rubicam, has joined Pary 
& Peart, New York, as a copywriter 


Circulation--What’s Your Idea? 


If a publisher, wouldn’t you feel happier 
in knowing that your new circulation and! 
renewals were obtained on a year to year 
basis at full subscription price? What 
would you know about the activity, pro-| 
ductivity, or satisfaction of bargain sub- 
scribers two, three or even five years 
old? The advertiser certainly gets a bet- 
ter break in the attention of voluntary 
annual subscribers. ARCHITECTURE 
succeeds on that plan. Do you consider 
that vital circulation point in your space 
buying? 

The Leading Professional Journal 


ARCHITECTURE 


Published by Charles Scribner’s Sons 
597 FirtH AvENUE, New York City 


Whitehall 4347 


ADVERTISING TYPOGRAPHY 


AND DESIGN 
+ 
417 N. State Street, Chicago 


PUBLISHERS MAY REDUCE OVERHEAD 


While it is most natural that publishers prefer having their own 
Chicago office exclusively, there are, nevertheless, some compen- 
sating factors in special representation, particularly when money is 
to be saved and when greater coverage is sa 


Use this organization as an example. Here are three well-seasoned 

ublication men who know their work, know agencies, know pub- 
fishing and know conditions. We can be three different places at 
one time. The publisher pays nothing but the commission. 


No contracts demanded. The drawing account covers all fixed 
expense and our profit comes from our service, and we shall de- 
pend upon this service to hold the publications. 


Box 321 
Advertising Age, Chicago 


be 


in, 


“Stop at the KNICKERBOCKER 
HOTEL when you arrive in| 
New York City” » 


These friendly recommendations from 
satisfied guests are our best advertise- 
ment. We dosatisfy the most critical as to 
location, value and personalized service. 


Write for booklet and interesting 
guide to New York — FREE, 


HOTEL 


KNICKERBOCKER 


120 WEST. 45th ST. - TIMES SQUARE - NEW YORK 
Edward B. Bell, Menager 
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PENERAL MOTORS 
DEDICATES ITS 
FAIR BUILDING 


(Continued from Page 1) 


corporation, both of which have 
erected huge displays, in which many 
of the processes of manufacturing 
motor cars will be shown. Nash 
Motors Company will also be repre- 
sented by a special structure, while 
Firestone Tire and Rubber Company 
will manufacture tires in its own 
miniature plant, and Indian Refining 
Company will attract attention to 
its exhibit with a thermometer 
tower reaching hundreds of feet up- 
ward. 

Others who will occupy their own 
structures include American Radia- 
tor and Standard Sanitary Corpora- 
tion; Crane Company; Thomas A. 
Edison, Inc.; Kohler Corporation; 
Johns-M anville Corporation; Na- 
tional Terrazzo and Mosaic Associa- 
tion; Sears, Roebuck & Co.; Sinclair 
Refining Company, whose exhibit is 
puilt around animated life size mod- 
els of its famous prehistoric ani- 
mals; Southern Cypress Manufactur- 
ers Association; and the Whiting 
Corporation. 


Will Have Library 


Publishers who will occupy special 
buildings include Christian Science 
Publishing Society, Christian Science 
Monitor, and Time, Inc., whose ex- 
hibit will take the form of a com- 
plete library of current periodicals. 

While little advertising by exhibi- 
tors has appeared:in which the Cen- 
tury of Progress is the central 
theme, much has already been run, 
and much more is scheduled, which 
definitely ties in with the advertis- 


er’s participation in the exposition. 


Railroads and hotels are doing 
most of the direct exposition adver- 
tising at present. Newspapers Car- 
ried a considerable volume of rail- 
road advertising this week. The 
Palmer House, Chicago, launched 
what is said to be the first hotel 
broadcast on a national scale. 

It will use the blue network of 
the National Broadcasting Company 
three times weekly during the sum- 
mer, featuring Floyd Gibbons, “the 
World’s Fair Reporter.” Lord & 
Thomas are handling this campaign. 

Household Finance Corporation 
also featured the Century of Prog- 
ress on its radio program last night, 
E. J. Kelly, mayor of Chicago, being 
the guest speaker. Mayor Kelly 
characterized the exposition as “an 
amazing achievement,” and invited 
the world to attend. 

Household Finance also announced 
that its branch offices will give away 
a number of admission tickets to A 
Century of Progress. The offer is 
good everywhere except to Chicago 
residents. 

Visitors Arrive 


Hordes of visitors are expected in 
Chicago during the summer and the 
As a re- 
sult, advertising mediums in Chicago 
will carry a considerably larger vol- 
ume of business than usual through 
the summer, advertisers reckoning 
that they are getting added value for 
their dollars. 

However, A Century of Progress 
will have plenty of competition. 
Wisconsin resorts, for instance, are 
already planning their summer cam- 
paigns. While they hope to induce 
many visitors to the fair to extend 
their excursions into Wisconsin, the 
copy is extolling that state as a va- 
cation ground and saying nothing 
about the fair. Other states which 
have always profited from resort 
trade will also run the customary 
volume of advertising, according to 
present indications. 

However, many travelers are al- 
ready committed to a visit to Chi- 
cago through the numerous schemes 
sanctioned by A Century of Progress. 
This involved giving away tickets of 
admission through retailers. 

Another promotion event in which 
a large number of newspapers are 
co-operating is the selection of a 


PICTURES SALES POINT 
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Sculpture by Carl Milles, symbolic 
of precision craftsmanship, which 
will occupy the place of honor in 
the foyer of General Motors build- 
ing at the Century of Progress ex- 

position, Chicago. 


queen for the exposition. Every state 
and several foreign countries are 
sending their fairest to Chicago for 
the finals. 


Show Advertising Film 


Of special interest to advertising 
men will be the showing of the film 
depicting the value of advertising in 
modern life, which is sponsored by 
the Advertising Federation of Amer- 
ica and other organizations; the 
Press Building and Publishers’ Club; 
and the extensive exhibit of graphic 
arts, illustrating the progress of 
printing from the days of the first 
Gutenberg press, which will be on 
exhibition, down to the production of 
a modern metropolitan newspaper. 

June 30 has been set aside as ad- 
vertising day at the exposition, and 
it is believed that the majority of 
those attending the A. F. A. meet- 
ing in Grand Rapids that week will 
be present for the special activities 
on that day. 


California Newspaper 
Advertising Heads Meet 


The California Newspaper Adver- 
tising Managers Association, affil- 
iated with California Newspaper 
Publishers Association, held its an- 
nual meeting May 20-21 at Santa 
Cruz. Speakers included: 

Fred Wagner, Paul Block & Asso- 
ciates; Dan L. Beebe, Oroville Mer- 
cury-Register, and president of C. N. 
P. A.; Alvin Long, Long Advertising 
Service, San Jose; Sam Winkelbleck, 
Redwood City Tribune; and Al Stein- 
man, Salinas Index-Journal, 


Providence Women Elect 


Lurena G. Adams, Providence 
Paper Company, was elected presi- 
dent of Women’s Advertising Club, 
Providence, R. I., at the annual meet- 
ing. Other officers are: Elizabeth A. 
Noonan, Industrial Trust Company, 
vice-president; Mary Kiernan, treas- 
urer; Maybelle Tolman, correspond- 
ing secretary; Emile Phaneuf, Snow 
& Farnham Company, recording sec- 
retary; Margaret Deasy, Standish- 
Barnes Company, historian. 


Ecker to McIntyre 


Elmo H. Ecker, formerly with 
Campbell-Ewald Company, Detroit, 
has joined C. F. McIntyre & Associ- 
ates, Detroit. 


AWAIT A. N. A. 
DISCUSSION OF 
YOUNG REPORT 


(Continued from Page 1) 
ested, for one thing, in finding out 
how much of the business placed at 
the 15 per cent rate is protected from 
free competition. He is of the opin- 
ion that figures from companies 
whose agents have a financial inter- 
est in them, or vice versa, and from 
companies tied to agencies by bonds 
of kinship should have been segre- 
gated in Mr. Young’s tabulations. 

This newspaper’s cross-section of 
expressions from A. N. A. members 
leads to the conclusion that, if the 
Association takes the official action 
that is expected, it will endorse the 
findings of the report, perhaps, with 
reservations. 

Smaller Advertisers Satisfied 

It appears that the majority of 
members, whose appropriations are 
under $1,000,000 a year, agree with 
Mr. Young almost unanimously and 
will use their vote, while the mem- 
bers with larger appropriations who 
are opposed to the findings are not 
only a minority to begin with but 
are hesitant about declaring their 
views publicly. 


Course Is Uncertain 


Thenceforth, those who do not 
agree with the conclusions stated by 
Mr. Young must chart their own 
course. As they have said they are 
concerned almost exclusively with 
the implications of the report, it is 
not likely they will take action, un- 
less prompted by developments tend- 
ing to lessen the “flexibility” of the 
present set-up. 

This group has been observed keep- 
ing a watchful eye trained on pub- 
lishers. Thus far, nothing has 
transpired to reward their vigilance. 
Officers of the publishers’ associa- 
tions have not commented, and only 
one association, the Associated Busi- 
ness Papers, has recognized the ex- 
istence of the report, scheduling a 
meeting of its agency relations com- 
mittee next week to discuss it. 

Not one person queried by ADVER- 
TISING AGE, regardless of whether or 
not he agreed with Mr. Young’s con- 
clusions, failed to express  volun- 
tarily a high opinion of Mr. Young 
and appreciation of the value of his 
efforts in behalf of all advertising 
interests. Said one die-hard op- 
positionist: 

“Mr. Young’s report has not settled 
an argument but it has set a stand- 
ard of frankness and _ intelligence 
that will make future discussions 
twice as productive of solutions.” 


Association of 


Advertising Men Elects 


Wesley De Barger, LaPidus Print- 
ing & Lithographing Company, was 
elected president of Association of 
Advertising Men, New York, at the 
annual meeting. Other officers are 
Claiborne G. Flinn, Everett Waddey 
Company, first vice-president; A. W. 
Schrage, A. S. M. E., second vice- 
president; Louis L. Gingold, secre- 
tary; Leo Steinfeld, assistant secre- 
tary; Harold Morrell, treasurer; 
Harry R. McMahon, assistant treas- 
urer. 

New directors are P. A. Porter, re 
tiring president; Jess M. Abrams, re- 
tiring vice-president; R. Steele Sher- 
ratt; and Walter Meinzer. 


Razor C ests $2 


In a story in the May 13 issue of 
ADVERTISING AGE, the price of the 
new King razor now being intro- 
duced by King Razor Company, 
Providence, R. I., was given as $5. 
The correct price is $2. 


Gerlach Joins Printer 


A. J. Gerlach, formerly with W. L. 
McCrory advertising agency, Milwau- 
kee, has been appointed manager of 
the creative department of Moebius 
Company, Milwaukee printer. 


Mueller Is Artist 
Edward A. Mueller, formerly presi- 
dent of Wisconsin Engraving Com 
pany, Madison, has opened a commer- 
cial art studio in the Democrat Bldg.. 


Madison. 


Advertising 
Affiliation 
Elects Weber 


Niagara Falls, Ont., May 22.—Edgar 
P. Weber, Erie, Pa., was advanced to 
the post of president of the Adver- 
tising Affiliation, composed of adver- 
tising clubs in Buffalo, Cleveland, 
Erie, Hamilton and London, Ont., 
Pittsburgh, Rochester, and Toronto, 
at the annual meeting of the group 
held here May 20. He had formerly 
been first vice-president. 

Walter Kiehn, Toronto, formerly 
second vice-president, was named 
first vice-president, and Robert Hey- 
wang, Pittsburgh, was elected second 
vice-president. Donald A. Thomas, 
Buffalo, was elected secretary-treas- 
urer, succeeding J. Jay Fuller, Buf- 
falo, who declined to accept another 
term. 

The convention, which was pre- 
sided over by James L. Hubbell, 
Cleveland, retiring president, and 
Francis B. Frazee, Buffalo, past 
president, drew almost 400 members 
and guests to the sessions, which 
were featured by addresses by Carle- 
ton Spier, Batten, Barton, Durstine 
and Osborn; George W. Vos, adver- 
tising director, the Texas Company; 
Arthur A. Schmon, vice-president, 
Ontario Paper Company; Louis Bisch, 
National Cash Register Company; 
and H. F. Metcalf, director of public 
relations, Penn Power Company, who 
substituted for Edgar J. Kaufman, 
Kaufman’s department store, Pitts- 
burgh, who was unable to attend. 

All of the speakers pointed to the 
necessity for advertising being ad- 
justed to the “new era,” and as- 
serted that old, established methods 
and ideas which may have worked in 
the past must be discarded in favor 
of newer recipes designed specifically 
to solve current problems. 


Milwaukee Women 
Elect New Officers 


Helen C. Weinmann, manager, 
Carmi-Lustro Company, was elected 
president of Women’s Advertising 
Club of Milwaukee at the annual 
meeting. Other officers named by the 
club are: 

Esther D. Wiese, Sentinel-News 
Company, vice-president; Irma F. 
Mueller, Klau-Van Pietersom-Dunlap 
Associates, corresponding secretary; 
Alice Kiesslich, advertising man 
ager, American Lace Paper Company, 
recording secretary; and Elsie Sul- 
temeyer, advertising manager, Smart- 
wear-Emma Lange, Inc., treasurer. 
Gertrude Kluck, editor, Northwest- 
ern Confectioner, retiring president, 
becomes a member of the governing 
board. 


W. F. Hall Account 
Goes to B. B. D. & Co. 


W. F. Hall Printing Company, Chi- 
cago, and its subsidiaries, Art Color 
Printing Company, Dunellen, N. J., 
Central Typesetting and Electrotyp- 
ing Company, Chicago, and Chicago 
Rotoprint Company, have placed their 
accounts with Batten, Barton, Dur- 
stine & Osborn, Inc., Chicago. 


Cluett, Peabody in A. N. A. 


Cluett, Peabody & Co., Inc., New 
York, have been elected to member- 
ship in the Association of National 
Advertisers. A. O. Buckingham, di- 
rector of advertising, will represent 
his company in the A. N. A. 


Peterson Buys Paper 


A. C. Peterson, formerly business 
manager of San Francisco Call-Bulle- 
tin, has purchased the controlling in- 
terest in South Coast News, Laguna 
Beach, Cal., from Harold F. McCor- 
mick of Chicago. 


Classified 
Advertising 


The rate for this department is 40 
cents a line (not agate line); mini- 
mum, $2 


SALES WRITING 
BOOKLETS, CATALOGS, | sales 
promotion manuals, direct mail pieces 
prepared by leading trade paper 
writer at moderate rates. M. C. 
Coleman, Rm. 1109, 432 Fourth Ave- 
nue, New York City. Bogardus 
4-4273. 


POSITIONS WANTED 

GENTILE, 12 YEARS’ experience 
in sales and publicity in Chicago, 
wants similar work in Los Angeles 
with manufacturing establishment. 
Can direct national publicity and 
sales; unusual experience. Age 40, 
married. Box 347, ADVERTISING AGE, 
Chicago. 


ALL-ROUND ADVERTISING man. 
Well educated American. 31. Chris- 
tian. Married. 14 years’ successful 
experience. Sales and promotion 
class magazines. Advertising agen- 
cies. Advertising manager nationally- 
known manufacturer. Knowledge 
photography. Writer. Ideas. Box 
348, ADVERTISING AGE, New York. 


PROVED BUSINESS PAPER and 
newspaper editorial experience, thor- 
ough knowledge trade association 
work and its new implications under 
industry control bill, qualified handle 
public relations, radio, research, writ- 
ing all kinds, wherever dependability 
is essential as ability. Box 349, 
ADVERTISING AGE, New York. 


ADVERTISING SALESMAN. 
Eleven years’ experience, magazines 
and newspapers. Last seven as east- 
ern advertising manager of maga- 
zine. Valuable contacts all over the 
east. 30 years old, married, two chil- 
dren. Excellent references. Box 350, 
ADVERTISING AGE, New York. 


V’LL DO ANYTHING—file cuts, 
check ads, run errands, rush copy, be 
printer’s devil. College education, 
eager to break in at any salary. $12 
per would look like a gold mine. 
Martin Brooks, 2357 Myrtle Ave., 
Brooklyn, New York. 


Bergh Named Head 
of Omaha Club 


Sigurd U. Bergh, Northwestern 
Bell Telephone Company, was elected 
president of the Omaha, Neb., Adver- 
tising Club at the annual meeting. 
Other officers are R. J. Reynolds, 
Omaha Bee-News, vice-president, and 
Will Kearns, Buchanan-Thomas Ad- 
vertising Company, secretary-treas- 
urer. 

Directors are Don Searl, Searl & 
Hughes Advertising Agency; Horace 
Northcott, Union Pacific Railroad; 
Lou F. Long, Field-Hamilton-Smith; 
and James N. Shanahan, retiring 
president. ‘ 


“Journal” to Build 


Providence Journal Company, Prov- 
idence, R. I., publisher of Providence 
Journal and Evening Bulletin, has 
awarded a contract for construction 
of a new three-story building to 
house the papers’ activities. 


Stamm Joins WJJD 


G. W. Stamm, founder and for 
four years publisher of Broadcast 
Advertising, has joined the sales 
staff of radio station WJJD, Chicago. 


Heads Commerce Group 

Henry W. Comstock, account ex- 
ecutive with Addison Vars, Inc., has 
been elected president of Buffalo, 
N. Y., Junior Chamber of Commerce. 


DIRECT TO 
THE HOME 


on the sales we made. 


quirv. Have vou a similar problem? 


BIG « 


DISTRIBUTION—ANDITHE RETAILER 


In a 2-day test sampling campaign we recently obtained for the manufac- 
turer of a one penny confection his first 400 dealers in this market. 
The total cost to the manufacturer was less than the cash we collected for him 


This campaign was started within 5 hours from the time we received the in- 
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PHOTOGRAPHIC REVIEW OF THE WEEK 


FOUNDATION COPY REVEALS "OFFICE HIPS" UNUSUAL DISPLAY DEVELOPED FOR CAMPANA ITALIAN BALM 


ITALIAN BALM, Lay 


Summertime display for Campana Corporation, Clicago, which is unusual in that the center card, aj 

seven-color lithographic reproduction of a direct color photograph by Anton Bruehl, is longer than it 

is high. The style element is strongly stressed, enabling the dealer to tie up other summer merchandise, 

such as bathing caps, beach balls, etc., with the pam ta The right side card features the new pate 

ented Italian Balm home dispenser, which is being offered free in exchange for two 60-cent bottles 
of balm. Over 100,000 requests for it have already been received. 


NEW PRODUCT JURY WHICH PICKED WINNERS IN CONTEST 


| 


This before-and-after-taking photograph featured in a successful 

test campaign by the H & W Campers affords visual proof of the 

disastrous consequences when one detail of the feminine form is 

neglected. The model is we the company's product at the 
eft. 


¢ PINT NET 


MOVING DISPLAY CREATES INTEREST 


a ie : oa. ‘ 
 ——. ee what a: Difference 

PRIM, «YOU CAN MAKE 0 YOUR APPEARANCE | 
= i TEU NON-SMARTING TEARPROOF 
. Cmuarbeline 


BYELASH OARKENER 


€ 
DARD or comPANY © 


ee 


es a . espe yee 
ee what @ Difference 


Charlene ‘ = pont teas te — The jury which selected the winning entries in the third annual news- 
4 EYELASH DARKERER, See polishing wax as an addition to its paper advertising contest sponsored by Chicago Advertising Coun- 
Ba specialty line. The product is attrac- cil. Standing are John Gaughen, Capper Publications, Detroit, and 


BWW Lue Cc ce tively packaged in a gaily colored Frank H. Young, American Academy of Art. Seated are O. C. 


eunteines done tu the maiess tan. Harn, Audit Bureau of Circulations, chairman; Mrs. Katharine Hardy, 


Maybelline outdoor display on north Michigan Ave., Chicago, which ner, and is being sold at filling sae —— poses Sag so a ay “" 


has created much interest because of the motion device which , stations. 
— = — a ahpet a and after" scenes. In the 
isplay the girl's eyebrows and eyelashes are cut out of the face, the " " 
changes in seperate coutiing from a sliding panel behind the WITH “SPECTATOR IN NEW FIELD 
surface. General Outdoor Advertising Company, which installed 
this, also installed a unique showing for Prima m4 in which beer is * 
seemingly poured into a glass from a Prima bottle. 


NEW PRODUCTS DEVELOPED BY TWO FAMOUS DESIGNERS 


Amy Vanderbilt, who despite her Roger H. Ferger, who has resigned 

youth and sex, has been named ad- _— ass advertising manager of "Cincinm 

vertising manager of "The Ameri- nati Enquirer" to become sales 

Henry Dreyfuss designed this new toaster, which includes glass panels through which the toasting proc- can Spectator," literary publication manager of Pacific Street Railways 

ess may be watched, and has the heating element at the bottom, for Birtman Electric ey 5 which will now accept advertising. | Advertising Company, San Fram 
i. 


Chicago. The electric iron, featuring an all-bakelite handle and shield, is the work of Alfonso lannel (Story on Page 2.) cisco. 
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